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sell TINGLEY’S 


You fit more young feet 
BETTER 
with '4 the 


inventory 






































WRITE FOR FREE DISPLAY CARD FEATURING THIS ILLUSTRATION 








present Bonnie 6 


a perforated spectator suit shoe crafted in 


/ 
also in +3351 Tortoise, +518 Cherry Red, a (Calf 


= 3375 Tabez 
=3344 Tartan Green, and Black abac 


by Wolff Shoe Manufacturing Company, St. Louis 7 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. © FASHION OFFICE: 261 FIFTH AVENUE. NEW YORK 16, NLY 





route the 
. “back-to- 


school” oe ‘es 


imply a positive-profit remind 
' 
ou know, of course, cach 
nese two lacts are turned int 
' money by alert shoe merch 
STYLE } rst—in August and early 
No. 1757 e big “‘back-to-s 
iles of boys’ 
§ skyrocketing. 
w the past 39 vears, 
. os , 
vie acaicrs nia 


mtinucd to gct a bigecr 


How’s 
new Flexies styles for boys 
and girls of all ages, pl is reliable 


iIm-stoc vox service, arc as ¢ lo cto 


you as your telephon 


don’t 
watch 
the parade 
go by! 
YOUR ORDERS will be “the first order of business” at 
SIMPLEX SHOE MANUFACTURING CO., Milwaukee 1, Wis. 


Oe a a finest for 39 years 
A RE THE FOO, LL / 
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BEND BENDS 
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FREEMAN dealers bank 
Ga 

on r | 

the Franchise 

...good as gold @> 





wherever men’s fine shoes 


if your store volume needs a boost... if your cash register needs more cash ... sign up now for the Freeman 
Dealer Franchise! A four-cent stamp, and your signature on this page, will get prompt action. Your Freeman 
sales representative will set up a date to start you and your store on the road to new volume .. . higher profits 
. «More, more, more satisfied customers. Send this page to Freeman Shoe Corp., Beloit, Wisconsin, America's 
Largest Exclusive Makers of Men's Fine Shoes. 


© 10 Freema 
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STUFF YOUR STOCKING 


with MORE holiday business... 





exceed 
of annual 


volume in 
December... 


year’s hottest month in men’s, women’s, 
and children’s retail SHOE volume. 


HERE'S HOW: 


Peak your Regular Stock for Peak Demand 
Pounce on that footioose holiday cash by making 
sure they can’t stump you for styles. 


Buy international's New Festive Styles 
Real ‘Candy Canes!"...an array of hottest festive 
styles for men, women and children. Brand new and 
“gifted” lines! 


Tie in with International's 
Four solid weeks of 

catchy Pre-Christmas 

radio commericals... 

with your name 

tagged on! 


See your 


international “Rep BN ERNATIONAL 


now...get set for this : SHosk Commany 
; : p lon? 
mighty Christmas Promotion Ubrldle Largest Skee Ma io 


ST LOUIS + NEW YORK + LOS ANGELES+ ATLANTA 
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In This Issue 


Gift Categories for Christmas .............. 
Slippers. of course—but there are other items that have a 
strong appeal for Christmas and deserve equal attention in 
store promotions, 


Leather Footwear Production Sets a 
EN eee 


J. G. Schnitzer presents figures to show that leather footwear 
is more than holding its own in spite of growing production in 
rubber and plastics. 


The Impact of Self-Service: A Supplement 

I OG. o cv ccdéanekeeaebies coe sa 
Will self-service replace the regular shoe store or co-exist with 
it? A survey of retailer opinion. 


Crown Outraces the Trend ................. 
In three and a half years. Crown Self-Service Stores have 
grown from a single unit to a 38-store chain. 


Inside Shoe Business: Self-Service vs. 

PNUD oes ctns cbtdcccel sence 
Bill Rossi presents the view that if the store with fitting service 
loses out it will be by default, not lack of value. 


Sales Training Series: Selling the Customer 
Who Shops with a Friend ................. 

The customer who shops with a friend or relative present 

special problems but also opens the chance for a double sale. 


York, Pa., Retailer Expands ................. 
Quick Photos Speed Buying for Shoe Wholesaler 


Departments 


About Shoe People Profile 

Beker Reporting from pananneite Publisher's Viewpoint 

“" es to Remember.... 87 Retail Merchandising 
ots ..-. Retail Openings 

editorial 09 8a 806 Retail Trade Report 

Headlines ..... +poceewes Salesmen and Suppliers 

Manufacturing Report eee ey Salesmen on the Road 

Pasiern Partvall . 2 scccccvcssss Voice of the Trade.... 

Personne! ........ a What's New 


Coming August 15 


Don't Murder Your Business! 
The mortality among new businesses is high but most of them 
don’t die a natural death—their managements kill them. 


Boot and Shoe Recorder 





Flirt at five —siren at six — tease at ten 


it’s the female of the species 
‘on target’ for attention from her 
first proud pair of Mary-Janes. 
Each bright-eyed, cherry cheeked charmer 
is born to be a belle— which is why 


Blue Star fits her idea of fashion 


as precisely as it fits her growing foot 


STAR 


$5-$6-$7 SHOES -~ in stock - same day service 
rwrence, Mass, 


Blue Star Shoes, Inc., Manufacturers + 5 Franklin Street, Li 





Lolke Ave All Lyec.. 


... the minute they see the 
beautiful new Fall line of 














SHOES FOR CHILDREN 


EBY SHOE CORPORATION @© EPHRATA, PENNSYLVANIA 
New York City Sales Office: 924 Marbridge Building 
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Field Boot (A, C, E, EEE) 


NEWI WATERTIGHT! FEATHER-LIGHT! 
= AND STOCKED IN FOUR WIDTHS! 


Outdoorsmen will grab these up .. . ‘cause they've got 
everything! They're watertight as leather boots can be. 


Uppers are of soft, comfortable Sylmer* tanned leather with 


all seams completely sealed. Lighter by far than regular boots. 


And they come in four widths—A, C, E, EEE—so you can 
really fit your customers. All this adds up to practical boots 
that are easy on the feet . . . at a competitive price. 
*T. M. Dew Corning Corp 
WOLVERINE SHOE AND TANNING CORPORATION 


Rockford, Michigan 


August |, 1960 





Our dealers help write our ads. 


This is a quote from a Jarman dealer 


in Pennsylvania. (And wherever your 
store, you will say the same thing if 
you should become a Jarman 

dealer. For full information about 


our proposition, write today.) 


54087 -- 

in brown “Cordo 
eather. Featuring 
new Snug-A-Matic 
topline: ieather- 
covered elastic gor- 
ing for snug, sure fit 
[Also in block) 

To retdil at $15.95 


JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 


SHOES FOR MEN 
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Advertising’s Role 











“How Advertising Works for Freedom of Enter- 
prise” was the title of an address by Secretary of 
Commerce Frederick H. Mueller, before the Adver- 
tising Federation of America. 


“As a former businessman and currently Secretary 
of Commerce in the Department whose chief busi- 
ness is to promote business,” he said, “I shall ex- 
press frank opinions on what could be a fresh, vital 
role for advertising in this tension-wracked world .. . 


“In my opinion, advertising adds dynamics to sales- 
manship in these characteristic ways: 


“Advertising is in the warp and woof of our educa- 
tional «vstem. 


“Advertising keeps fulfilling the eternal American 
dream. 


“Advertising stimulates desire... and it is the 
national ambition of Americans to get what they 
want. From such effort stems economic progress. 


“Advertising is an essential ingredient of competi- 
tive enterprise. 


“Advertising directs discretionary purchasing powe: 
to the national supermarket of competing products. 


“Advertising also is one of the most vital factors in 
fostering freedom of choice. 


“Advertising helps each shopper to decide what he 
or she wants. Such freedom of choice, stimulated by 
advertising. is basic to democracy. 


“Through greater use than ever before of imagina- 
tive institutional advertising and all sorts of appeal- 
ing new devices of interpretation and teaching. 
which your creative thinking surely can develop. 
you can keep public opinion sold on the value of 
free enterprise. 


2. B. (abun, Jr, 


Publisher 
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\UMPING- JACKS 


NA 
Let’s go to the store 
that has the Funny Bunny!” 


Multiply that statement many times each 
week and the $25 cost of this display is 
trifling! A sure stopper for the kiddies. The 
nose wiggles, the tail bobs and the arm 
swings. No batteries .. . runs on 110V AC. 
Constructed of pressed wood for years of 
service. 

The size is about 2 feet tall by 11% feet wide. 
Bright red background. And here’s the 


clincher! 


If you’re not completely 

satisfied, you may return 

the display within 30 days. 
Order from: Creative Associates 


310 Central Avenue 
St. Petersburg, Florida 


OR 
VAISEY-BRISTOL SHOE CO. 


Monett, Mo. 

















Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Stefad. Automatic 
Leveling Machine a “‘natural”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Matias. Automatic Leveling Machine — 
Model A. 


ADS. 
UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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@ Prospects for higher retail wages are now pretty definite. 
Congress will probably pass such a law in August. 


@ The battle of the railroads for more business 
is resulting in lower shipping costs. Two rail- 
reads have started using contract rate agree- 
ments. 


@ Tax break for self-employed who want to save 
for retirement hasn*t much chance to pass 
this session of Congress. 


GEORGE H BAKER 


Baker Reporting from WASHINGTON 





Prospect for higher retail wages looks stronger than ever, now that the 
Kennedy-Johnson campaign is on. Both candidates have promised labor 
leaders they'll enact a new law in August which will both increase the 
national minimum wage (probably to $1.15 an hour, possibly more) and 
also make most retail outlets subject to the wage law. Retailing opera- 
tions are now largely exempt from federal wage controls. 

Only possible obstacle to a new wage law is the chance that President 
Eisenhower may veto the wage bill when it hits his desk. But this is 
regarded as highly unlikely. He has consistently urged the Congress to 
vote higher wages and to kill off retailing’s exemption to the wage laws. 
In fact, he has prodded the Congress several times in recent months for 
its failure to move faster in pushing up wages. Secretary of Labor James 
P. Mitchell has been particularly active in demanding a law boosting wages. 

Thus the Washington debate over a new wage law this month is not 
so much a contest between those who want it and those who don't, but 
rather a frenzied skirmish between Republicans and Democrats to see 
who can grab the most credit for having pushed wages up. The bandwagon 
for higher wages is really rolling now. Only an unexpected booby-trap 
in the road can stop it. 


Lower shipping costs for industry are growing out of the bitter battle 
being waged by hard-pressed railroads for business. 

Railroads, suffering from loss of passenger business and stiff competi- 
tion from other types of carriers for freight, have returned to the hard- 
sell to woo shippers. 

Two railroads recently instituted the first agreed or contract rates in 
the U. S. in modern times. The Soo Line recently set such rates for pipe 
and tubing moving from Ontario to Chicago, and the New York Central 
set agreed rates on rugs and carpets shipped from upper New York State 
to Chicago. 

Under these contracts, the shipper agrees to move the bulk (about 89 
pet) of his products over a specified rail route and is granted much lower 
rates. 

Interstate Commerce Commission has yet to rule on the legality of 
contract rate agreements. They’ve been bitterly protested by competing 
carriers, both truck and water. But they are now in effect because the 
seven-month legal suspension period expired without a ruling by the ICC 
Several other railroads also are considering such rate agreements. 


The proposed plan to provide a tax break for self-employed persons to 
help them save for retirement has apparently been shelved for this session 
of Congress. 

Unless some action is taken when Congress reconvenes in August, which 
is highly unlikely, the special tax relief will have to wait until next year. 

The bill got through the House early in the session but got nowhere in 
the Senate. One reason was opposition from the Eisenhower Adminis- 
tration. 

The bill would give a tax break to an estimated 6,000,000 to 7,000,000 
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® Packers say the new “humane slaughtering™ 
law will inerease their costs and probably 


Report from result in higher hide prices. 


@ Congress has passed some important legisla- 


WASHINGTON ingen oe 





self-employed, including optometrists, doctors, lawyers, dentists, farmers, 
shopkeepers and small businessmen who don’t have the advantage of com- 
pany pension plans. 

They would be permitted to defer payment of income taxes on amounts 
ranging up to 10 per cent of their income which they voluntarily place 
in retirement funds each year. 

If such a bill should get to President Eisenhower it would probably be 
vetoed. In an effort to make such legislation palatable to the President 
the Treasury Department has recommended that the tax break be denied 
to any self-employed person who has employees and doesn't provide then 
with a pension plan. 


[he controversial “humane slaughtering’ law is now in effect. It 
requires packers to use humane methods in slaughtering livestock when 
the government is the buyer of the livestock products. 

Packers have protested that so-called humane slaughtering would drive 
up their costs. Hide prices, along with meat, probably will have to bé 
marked up to offset the cost of buying new slaughtering equipment, the 


state. 


Congressional action so far this election year may please civil right 
supporters, federal employees, and foreign aid advocates, but it doesn’! 
impress industry. 

Of the more than 5,500 bills introduced in the Senate and House sincs 
January, only a half-dozen or so major measures won congressiona 
approval. 

Those in which industry was most interested either went in the wrong 
direction or are stalled until Congress returns in August 

Besides the Civil Rights Act of 1960 (on which Congress spent half 
the session), the 74% per cent pay rise for 1.5 million federal employee 
and authorization of foreign aid appropriation, Congress also: 

Adopted a constitutional amendment granting the right to vote to res 
dents of Washington, D. C. 

Ratified the Japanese security treaty 

Passed major appropriation bills 

This major legislation is undoubtedly important. But from a 
point of view its importance to businessmen is negligible 


Defense spending for next year—$40 billion worth of missiles, subs, 
satellites and military hardware in general—is geared to modernizatior 
of the entire U. S. war machine. 

The new defense budget, about $650 million higher than President Eisen 
hower asked, carries funds for Army, Navy and Air Force projects. 

Though much higher than the Administration requested, the defense 
budget is a compromise. Senate and House conferees last week worked 
out the compromise. 

The compromise saw the House give in on most big items wanted by 
the Senate while cutting away small bits of many items. 

In the end there were some surprises. 

The budget gives the Navy authority to build another conventionally 
powered aircraft carrier. It gives the Air Force most of the funds required 
to put the B70 supersonic bomber into full weapons development status. 

There was one important cut. It was a three per cent across-the-board 
slash in procurement funds, which trimmed $400 million of the funds 





approved by the Senate. 
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introoucine KIWI «-~- 


SUEDE SPRAY, 


makes suede look new longer! 


f one spray renews beauty, restores 


color, revives nap = KI WI 
v4 keeps suede soft, clean fi N) 
V helps suede resist weather, wear FF | |\ / 1 UE D E 
A tor any shade suede or doeskin shoes, a ee ‘ Sogo S p R A 
accessories—except white : y 


A. dries quickly, scented 


R 
ReanvS BEAUTY 
STORES COLOR 


INTRODUCTORY DEAL #720 


FREE! 


1 DOZEN KIWI SUEDE CARE 


COMPACTS RETAIL VALUE $4.20! ><<z:-.. 
WITH EACH DOZEN KIWI SUEDE SPRAY 


XN 
YOU BUY— 
1 doz. Kiwi Suede Spray $42.00 eiai 
YOU GET FREE— 
1 doz. Kiwi “Suede Care Compacts”. $4.20 retai 
Sell Compacts or Give Away — Either Way You're Ahead! 


1. Boost sales and profits by giving away a compact with 
each can of Kiwi Suede Spray! 


2. Or make an extra $4.20 retail by selling each compact separately at 35¢! 


Stock and Sell Deal #720 Now! 


THIS OFFER MAY BE WITHDRAWN AT ANY TIME 





) Free ‘Good Grooming Tips’ booklet for your customers. Ask your Kiwi rep. or write 
& direct for supply of this sales-building 28-page booklet. It's crammed wih helptul grooming 
& hints, useful facts on shoe care, plus a fascinating history of development of shoe polish 











KIWI POLISH CO., PTY. LTD., POTTSTOWN, PA. 
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Another convincing example of the value 


14 
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voted by Tingley Rubber Corporation's 
distributor-salesmen as the most 
useful and effective advertising medium 


Pe ees 


| 
| 
I 
| 











of advertising in BOOT and SHOE RECORDER 
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They want teacher-approved 


BALLET SLIPPER 
Fine leather fully 
ined pleated toe. Gore 
ver instep. Half sizes 
7 small through 10 
large N. M and W 
widths 
Biack or white $1.% 
Men's 6 to 12 

Dand E 2.90 


STREET BALLETS 
All-cecasion leather ballets for 
street and evening wear Hand 
lasted Black and white leather 
white satin and silver mesh. Sizes 
4 to 10AA and 4 to 108 $1.90 


/ 


hea{ricals 


by BERNED 


THEATRICALS 
by Berned have 

won the acclaim 

of professionals, 

teachers and 
student dancers. Crafted 
with painstaking care to 

specifications laid down by ballet 

masters, they offer the functional 
design and flawless fit so vital to this 

exacting art. This line covers all your 

dance footweor and accessory needs on 
c rapid in-stock basis at no extra cost 
Write today. Make your store headquarters 


for this wanted line in your town. 


COMPLETE LINE OF ACCESSORIES 
BERNED SHOE CO. 
)7 ESSEX ST., BOSTON 11, MA 


Manufacturers © Distributors 


- 


STANDARD KNIT LEOTARDS 
Short sleeve, Child's (Sizes 2-14) $1.90 
Shot sleeve, Adult's (Sizes 10-20) $1.90 


THEO TIE 


Dressy 14/8 Cuban heel shoe $3.7 


ACROPATIC SANDAL 


Chrome le 


Foam 


8 small to 9% large 


Colors 


colors 


One-Strap Baby Louis heel shoe 


ene 

$3 a Sizes 3 to 9 M and WN 

Fawn, Biack and seasonal widths Sizes 9 and 10, 25« 
extra 


TAP TIE 
S') to OM $2.85 
Covered heel with overtee taps un 
attached or leather heel with ever 
tee and heel taps attached. Black 
patent of white trather 
8) te (2m 
12, te 3M. N 
Ss. te OM_N 
o, and 10 


TOE SHOE 


Piok, black or white satin with 
suede leathe tig jenuine hand 


turned © smal! te 


TAP OXFORD 

All-ever genuine black patent or 
side leather fer youngsters. bey* 
and men. Overtee taps included. 
S, te 12 (D0 width only $3.55 
i) 4.75 

4.15 

5 8 

6% 


/ MAJORETTE BOOTS 
Children's, Misses’, Growing Girts 
Sizes te 8 $4 00 
Sizes 8 te 12 420 
Sizes '2'; } 445 
Sizes 4 49 
Size 10 bie entra 


SPRING-KNIT 
LEOTARDS 





S-shaped Thomas 
Heel with approxi- 
mately 14” inner 
wedge 


Sculptured last with 
higher arch, broader 
tread, broader left 
and right steel shanks 


Extra long, firm 
counter at inner side 
of the foot 


Little Yankee THOMAS HEELS 


for the child you love 


HELP DEALERS GET PLUSH PRESCRIPTION BUSINESS 


Get the doctors of your community on your side and you can build 
\ | up a lucrative medical referral business. And the shoes that can 
win them over are Little Yankee Thomas Heels. specifically de- 
, signed to give the extra support doctors prescribe. Little Yankee 
offers a complete merchandising program starting with their par- 
ticipation at medical conventions and following through to localized 
doctor contacts. Litthe Yankee also provides prescription blanks to 
be used by doctors for ordering special additional padding and 
wedging which may be required. Sizes 4 to 8, $4.80. 81% to 12, 
$5.35. 121% to 3, $5.80. 


CREATIVELY DESIGNED BY THE YANKEE SHOEMAKERS 
A division of the Sam Smith Shoe Corporation, Newmarket, N. H. 








BILTRITE VELVA-FLEX 


Natural fibrous appearance and feel. Developed for flats and casuals 
Extremely light and flexible. Long wearing and economical. In uniform sheets 


BILTRITE EVERFLEX 


Lightness and flexibity for flats and casuals. Durable and supple 
uniform sheets in full range of colors. 


RIGHT ON 


BILTRITE FLEX-RITE _ 


Lightweight for better grade flats, medium and high heeled shoes. 
Wonderfully flexible and long wearing. In uniform sheets in popular 
colors. Also in men's and boy's molded soles which finish handsomely. 


4 
j / 
J 
i . 
— — 


BILTRITE HI-LITE 


Lightweight and long wearing for medium and high heeled shoes. Works 
very well on full breasted, high heeled shoes. In uniform sheets 








BILTRITE 


LIGHTWEIGHT 
SOLINGS 











»~ for VARIETY! 


No matter what your requirements, Biltrite has 
the soling. Light, flexible solings for any style, 
any price, any type of shoe. 

Quality-right, extra-light . . . if it's Biltrite, it's 
created to serve you best! Long wear plus uni- 
formity also help to answer all your needs. 


VARIETY by BILTRITE — that's your key to 
increased sales with lightweight soling. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


woe BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 


CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
in Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 





Free Goods Deals 


on SHOE SAVER & SUEDE SAVER 


Auguet only 


a <-> ROE eee eee 
Shoe Saver - No. 80X 


$13.20 


Suede Saver - No. 89X 
$9.00 














*T. M. Dow Corning Corporation 


SHOE SAVER and SUEDE SAVER will be backed by a giant program 
of national magazine advertising and network TV this Fall. Stock up 
now at special FREE GOODS DEAL prices and multiply your profits 
in the months ahead! Act now—offer expires Aug. 31—order from your 
jobber today! 


first in 


silicones 


Dow Corning CORPORATION 
MIDLAND. MICHIGAN 





Headlines 





22 Meetings Planned 
For Mid-Season Week 


NEW YORK 
ferences and meetings sched- 
uled for the second, semi-annual] 
Mid-Season Shoe Fashion Confer- 
ence Week, August 20 to 25. 

Officials of the National Shoe 
Manufacturers Association, one of 
the sponsoring groups, said reser- 


Twenty-two con- 


are 


vations are being received at a sat- 
isfactory pace. Although the “shoe 
show” aspect of the week is being 
de-emphasized, some 180 firms are 
expected to exhibit. 


Fashion Week Calendar 
Waldorf-Astoria 


indicated) 


(All events at 
otherwise 
Saturday, August 20: 
2 p.m *PPSSA Women's 
Shoe Style Committee 
Sunday, August 21: 
9:30 *PPSSA 


unilese 


Dress 


a.m Slipper Style 
Committee 

4:30 p.m.—*PPSSA 
utive Committee 

6 p.m.—Mid-Season 
Conference Week meeting 
Monday, August 22: 

7:45 NSMA 
ing, Empire Room 

9:45 *PPSSA 
Meeting 

11 a.m Industry Coordinat- 
ing Committee luncheon 

2 p.m.—*PPSSA Sports 
Committee 

2:30 p.m 

2:30 p.m 
lations 

6:30 


Fashion Exec- 
Shoe Fashion 
with press 


a.m Breakfast Meet- 


a.m Fashion Trend 


*Shoe 


and Welts 
*NASCS Directors 
*NSMA-NSRA Trade 
Liaison Committee 
p.m.—*NSI Board 
dinner meeting 
Tuesday, August 23: 

8 a.m.—*Mid-Season Shoe Fashion 
Conference Week Committee breakfast 

8:45 a.m. *PPSSA Casual and 
Dress Flats Committee 

2:30 p.m.—-NSRA Style Conference, 
Plaza Hotel 

1:30) p.m 
Committee 


te- 


of Trustees 


*NSMA Nominating 
6 p.m.—*NSMA Board of Directors 
Wednesday, August 24: 

8 a.m.—*PPSSA Joint Industry Com- 
mittee breakfast 

8:45 a.m.—*PPSSA Children’s Style 
Committee 

All day 
Committee 

3:15 p.m. 
Committee 
Thursday, August 25: 

All day *NSRA Children’s Style 
Committee 

3:15 p.m.—*NSI 
tion Committee 

*_.Committee 


*NSRA Women's Style 


*NSI Women’s Promotion 


Children’s Promo- 


members only 
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Leather Uppers, ‘Chemical’ Bottoms: 


Injection-Molded Line Debuts 


A Massachusetts firm has intro- 


duced a line of men’s dressy 
the 


molding process, using leather 


casuals, made by injection 
uppers. At present the shoes are 
being imported, but later they'll 


be manufactured here. 


BOSTON 
uppers 


with leather 
made by the revolutionary 
process of injection molding 
introduced for the first time 
full-scale commercial basis in 
U. S. during the past week. 
With this new patented construc- 


Shoes 


were 
on a 
the 


tion, shoes with leather uppers can 
be produced with increased speed, 
cleanliness, ease and economy, and 
also with improved quality features. 
One highlight is a light and flexi- 
ble “indestructible” 
heel. 
The 


able only 


yet sole and 


new shoes, presently avail- 
for men, im- 
ported from France but later will 
this country. 
They are being marketed by Trend- 


are being 


be manufactured in 
setter Footwear Corporation, Bos- 
ton, an affiliate of Mutual Shoe 
Sales Company, Maynard, Mass 
Mutual makes the nationally brand- 
ed Foot Flairs line of 
fashion shoes. 


women’s 


Money-Back Offer 
with a written money-back 
guarantee that the and heel 
will wear for the entire life of the 
shoe without needing repair. 


The shoes are 
sold 


sole 


David Stein, president of Mutual, 
says of the new product, “This is 
and historical break- 
through in traditional shoemaking 
methods. It 
cept in 


a decisive 


is a totally new con- 
footwear construction. It 
chemical engineering 
contrasted with the 
conventional handcrafting and ma- 
chine-crafting approach.” 

Using conventional methods, the 
production worker today averages 
output of under 12 pairs of 
leather shoes a day. With injection 
molding, one worker 


comprises a 


approach as 


an 


can produce 


These dressy casuals 
for men are the first 
shoes made by the 
Vylar process to 
reach the U. S&S. 
market. They are be- 
ing introduced by 
Trendsetter Foot- 
wear Corporetion, 
efiliate of Mutual 
Shoe Sales Company. 
Through injection 
molding, the shoes 
combine uppers of 
reversed calf with a 
compounded sole and 
heel. 


60 to 80 complete pairs a day. 


Many Have Tried—A number of 
the nation’s largest shoe manufac- 
turing and shoe machinery firms 
have been operating top-priority re- 
search programs in an effort to un- 
lock the secrets of this much-sought 
But none has 
yet succeeded in achieving a prod- 


shoemaking process. 


uct suitable for full-scale commer- 
cial 

Only source in the world— 
the French firm of Chaussures Vy- 
lar 


use. 
one 
has succeeded in producing 
shoes commercially by the injection 
The process has 
been patented in a number of coun- 
and application has 
made for U. S. patents. 


molding process. 


tries, been 


Expansion in Europe—The Vylar 
firm is producing injection molded 
(CONTINUED ON NEXT PAGE) 
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Injection-Molded Line for Men Goes on U.S. Market 


(CONTINUED FROM PREVIOUS PAGE) 
footwear in Europe at a rate of 
18,000 pairs a day in six factories. 
Despite rapid expansion, the com- 
pany is meet 
Over 
made 


reported unable to 
dealer and consumer demand. 
11 million pairs have 
and sold in Europe. 

In the U. S., French-made shoes 
are being in-stocked by Trendsetter 
Footwear Corporation in substan- 
tial supply for immediate delivery. 
According to Charles Riu, who 
heads up Trendsetter Footwear, the 
import program is “temporary.” His 
company is drawing up plans to 
set up an American plant, “perhaps 
within the next two years and pos- 
sibly sooner.” 


been 


The New Process—Three 
construction account 
per cent of all the shoes 
this country. Of these 
three, the newest is more than 30 
old, the other two almost a 
old. Trendsetter’s officials 
feel there has long been a need and 
demand for a modern construction 
concept. They affirm that the Vylar 
process of injection molding repre- 
sents the needed “to lift 
shoemaking from a craft status to 


, 


meth- 
ods of for 
over 90 


made in 


years 
century 


concept 


a modern engineering status.’ 


Fewer Components — Further, 
many of the components of the con- 
ventiona! shoe are no longer needed 


with the Vylar process. The new 


shoes use no nails, tacks, staples, 


filler and of 
other ordinary fabricating 

Yet structurally they are 
said to be exceedingly sturdy. The 
sole-bond to the upper is claimed to 
be the strongest of any construction 


known. 


welting or none sev- 
é ral 


items. 


This is another part of the writ- 
guarantee: a refund or a 
pair of shoes if the ever be- 
comes detached from the upper in 
even the slightest manner.) 


How the Shoe Is Made — The 
Vylar factories are com- 
prised of one-third regular shoe- 
making, one-third chemical shoe- 
making, one-third automated equip- 
ment. Each shoe after emerging 


ten new 


sole 


unique 


22 


from the stitching room is finished 
in a matter of a 
ready to wear. 
The “sole” thin 
white powder, which in the machin- 
instantly converted into a 
“slow liquid.” This liquid is pres- 
sure-forced into the mold 
instantly shaped into a 
tom (sole and heel as a 
the removed 
finished sole and heel attached. 
The lasted at the 
time the sole and heel molded 
on. In ordinary shoes, lasting takes 
minutes to The 
Vylar process cuts the lasting time 


few seconds, and 


starts out as a 


ery is 


and is 
shoe bot- 
unit). In 
with 


seconds shoe is 


shoe is same 
are 


hours, even days. 


to seconds, and the shoes are said 
to retain their lasted look and shape 
throughout their wear life. 

The 


with 


New Sole-Heel Compound 
sole and heel material is made 
a new chemical 
fore used for this purpose. Special- 
ly compounded, it is stable, 
easily, and has a light density. Ac- 
cording to Trendsetter officials, the 
flexible, lightweight, 
tremely comfortable and 
it won't crack 
or soften in heat. It is also reported 
highly 
greases, 


formula, never be- 


molds 


sole is ex 
non-slip, 
and in extreme cold 
resistant to acids, oils, 
and grime. A quick 
soap-and-water scrub makes it look 
fresh again. 


soil 


In place of the traditional vulner- 
able seam between upper and sole, 
the shoes are sealed with a water 
tight bond. The sole, it 
will never spread or otherwise lose 


is claimed, 
shape. With the injection molding 
construction, the soles can be made 
in any thickness or color and with 
any desired design on the bottom 

In addition the shoes can be pro- 
duced with any kind of leather up- 
per or with fabric and other non- 
leather materials. They 
to make possible an upgrading of 
footwear quality without a lift in 
price, since the construction cuts 
the costs and time needed to make 


are said 


a good shoe. 


“Dressy-Casuals” Marketed—The 
two men’s styles being introduced 
now, each in several colors, are in 
the dressy-casual category. Made 


with of reversed calf or 
grained leather, they are adaptable 


for 


uppers 


casual or 
wear. Gradually more styles will be 
added, along with women’s and chil- 


semi-dress, sports 


dren's shoes. 
The 


$9.95-$10.95 range. 


men’s shoes will sell in the 


Five-Year 
Inventor 


Advantage Claimed 
the 
Biotteau, 
dent of Chaussures Vylar. 


and owner of new 


process is Gerard presi- 


Riu, long- 


Biotteau, 


Charles 
Mr. 
tends, “If other sources now doing 


Trendsetter’s 
time friend of con- 
research on the process succeed in 
solving the many involved problems 
and bring an injection-molded shoe 


into commercial being, it’s likely 
that 
reached by 


ago.” 


will the 


Mr 


they enter at stage 
Biotteau about five 


years 


Market 
months 


Testing For several 
the Vvylar 
undergoing ex- 
market 
deliberately without promotion or 
officials 
sought to determine consumers’ re- 


+ 


sponse artter 


shoes made by 


have been 


process 
pro¢ 


tensive t 


esting on the U.S 


publicity. Trendsetter 
seeing and buying the 
the 
The selective 


shoes solely on value 
group of 


stores that has carried the shoes in 


basis of 
and merit. 
stock during this testing period has 
reported “excellent buving re 
sponse 4 
Filene’s 
Arnold 
Meier & 
French, 
and others 


these stores 


Among 


in Boston, B. 


are 
Itman and 
Constable in New York, 
Frank in Portland, Ore., 
Shriner & Urner stores, 

Now Trendsetter Footwear plans 
an industry-wide launching of the 
product. An advertising program, 
along with a dealer promotion and 
merchandising program, is ready 
to start. 

Mutua! 
hopefully: “We 
will influence a sharp 
of some of our conventional Ameri- 
shoemaking methods in the 
ahead. Most im- 
should mean 
values 


David Stein 


believ e 


Shoe's SAVS 


our shoe 


revaluation 


can 
immediate years 
portant of all it 
era of upgraded shoe 
the American consumer.” 


an 
for 
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Cuba Increases Shipments to Soviet, 
Offers 15 Million Pairs a Year to Reds 

WASHINGTON, D. C.—Cuba is shipping more 
shoes to Russia. The increase is a direct result of 
the U. S. crackdown on the all-important Cuban 
sugar industry, and the deal comes as no surprise 
to the State Department. 

The Castro government says it is prepared to 
sell at least 15 million pairs of shoes a year to 
Communist countries. According to Cuban govern- 
ment figures, this is far more than the total capac- 
ity of the leather shoe industry in Cuba. So it’s 
evident that a large portion of the 15 million pairs 
must be non-leather footwear. 


Americans Spent $4.3 Billion in 1959 
For Footwear, Setting a New Record 
WASHINGTON, D. C.—The public spent a rec- 
ord-breaking for shoes last year, 
according to a new U. S. Commerce Department 
report. This is an increase of about $252 million 
over footwear spending in 1958, and is about $536 
million more than was spent in 1956. 
Here are the sums spent for “shoes and other 
footwear,” by year: 
1959 , $4,282,000,000 
1958 ; . .$4,030,000,000 
1957... , . .$3,827,000,000 
1956... .$3,746,000,000 
7 per cent more 
m consumer goods in 1959 than it did in 1958. 


On the average, the public spent 


Savage Acquires Medealf in Canada, 
Will Retain Same Management, Brands 

TORONTO—The Medcalf Shoe Company, Ltd., 
one of Canada’s oldest manufacturers of women’s 
shoes, has been acquired by Savage Shoes, Ltd., 
Preston, Ont. The Savage firm now will operate 
nine factories. 

Laurence M. Savage, president of Savage Shoes, 
said there will no change in the Medcalf manage- 
ment. The same brands will be continued, and 
Medcalf will also begin producing the Vitality line 
for women, made in this country by International 
Shoe Company. 


‘Building Volume for Fall’ Is Theme 
Of NSMA Breakfast Meeting Aug. 22 


NEW YORK—*“Building Volume and Profits for 
the Fall” will be the theme of the National Shoe 
Manufacturers Association’s Early Bird Breakfast 
during Mid-Season Shoe Fashion Conference Week. 

The breakfast will be held Monday, August 22, 
at 7:45 a.m. in the Empire Room of the Waldorf- 
Astoria. Speakers will include representatives of 
shoe retailing and shoe manufacturing. They were 
to be named later. 
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Danvers Will Move Plant to Arkansas; 
New Firm to Produce Some of Its Lines 

NATICK, MASS.—The Kinder Kraft Shoe Com- 
pany of Natick is in process of changing its name 
to the Heritage Specialty Footwear Company. The 
new firm will make high-grade casuals and loung- 
ing slippers for men and women, similar to those 
made in the past for the retail trade by the Danvers 
Shoe Company, Manchester, N. H. 

The Danvers firm plans to move its operations to 
a new site in Arkansas. It will produce only for 
the volume trade. 

Since 1947 Kinder Kraft has been making shear- 
ling slippers for men and women and, in the off- 
season, producing infants’ moccasins for the vol- 
ume trade. Most of Heritage’s items will be offered 
to retailers on an in-stock basis. 

Officers and directors of the new company are 
Richard E. Bursaw, president and treasurer; Leon 
E. Kelley, Jr., vice-president in charge of sales, and 
Rudolph Marapotti, clerk. 


John E. Dickinson Dies; Vice-President 
Of Sales for Weinbrenner Corporation 


MILWAUKEE — John E. 
president of sales and advertising for the Wein- 
brenner Corporation (formerly J 
Albert H. Weinbrenner Shoe 
, died July 16. He had 
collapsed at the wheel of his auto- 
mobile while driving with his wife 
and daughter. 

Mr. Dickinson was prominent in 
Milwaukee politics for many 
years. He was a past president of 
the Wisconsin Republican county 


Dickinson, 56, vice- 


Company 


chairmen. 

He was appointed to the state’s 
banking and review board in 1944 JOHN E. DICKINSON 
and reappointed in 1949. 

Mr. Dickinson was a director of M. A. Gerett 
Company, a maker of coin savings banks, and the 
Enger-Kress Company, a maker of small leather 
goods. 


Major Chains’ Sales Up 10% for First 
Six Months After 6% Increase in June 

THE major reporting shoe chains were 10.6 per 
cent ahead of 1959 in their composite sales volume 
for the first half of this year. Sales of six leading 
chains totaled $251.5 million compared with $227.4 
million in 1959's first half. The increases ranged 
from 14.5 per cent for Melville down to 4.1 per cent 
for Beck. 

For June alone the same six chains recorded a 
composite gain of 6.2 per cent. Five groups re- 
ported sales increases while Butler showed a slight 
dip. 
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Tariff Cuts Asked; U. S. Shoemen Await Turn to Talk 


WASHINGTON, D. C.—The gov- 
ernment’s recent request for infor- 
mation on drawing a 
tremendous from U. S. 
business and industry. 

Two government agencies—the 
Tariff Commission and the Commit- 
tee for Reciprocity Information— 
report an all-time high volume of 
concern among both manufacturers 
and The two 
are conducting about nine weeks of 
public hearings on the subject of 
tariffs. 

Purpose of the hearings is to 
determine if the State Department 
should be allowed to cut—as it pro- 


imports is 
response 


importers. agencies 


poses—import duties on about 2500 


items, including many types of foot- 


wear. 


Shoemen to Be Heard—The shoe 
industry gets its chance to speak 
up on August 2. 

Japanese interests already have 

strong pitch for lower tar- 
iffs on leather-soled shoes with tex- 


+ 


and on 


Stitt, 


i! 
lie 


slipper socks 
the 


uppers 
Nelson A. 


director of 


NSI Press 


NEW YORK—“Shoes will be the 
focal point of the fashion silhouette 
this coming fall and winter.” With 
this as the basic premise, the Na- 
tional Shoe Institute presented a 
comprehensive footwear collection 
to fashion editors of 
across the country, during the New 
York Couture Group’s annual Press 
Week. 

At a breakfast 
Hotel Pierre, NSI illustrated 
20 shoes out of this 
Style commentary was by Alice 
Regensburg of the Lynn Farnol 
Group, who serves as fashion co- 
ordinator of NSI. There 
a visual display of about 80 shoes 
which the could examine. 


newspapers 


the 
some 


meeting in 


collection. 


was also 


editors 


Interest in the Toe—The editors’ 
greatest interest was in the 
men’s shoe category. Their most 
frequent query was about the toe. 
Would it continue long and point- 
ed? Was there any indication that 


wo- 
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U. S.-Japan Trade Council, express 
ed the opinion that tariff cuts will 
not imperil U. S. manufacturers 
He urged the commission not to 
block the proposed lower rates. 


Mr. Stitt 
leather- 


Cites Domestic Gains 
said U. S. production of 
soled playshoes with textile uppers 
increased from 79.8 million pairs in 
1954 to 110.7 million pairs in 1958. 
This category does not include wo 
men’s dress-type sandals or rubber 
soled footwear, he stated. 

“The generally upward trend in 
the domestic industry indicates that 
concurrent growth in imports is 
not likely to imperil the industry,” 
And he ex- 
the 

f 


in wholesale prices of two types of 


he told the commission. 
pressed the opinion that rise 
women’s and misses’ playshoes be 
tween 1958 and 1960 is further evi 
dence that imports are not a threat 

As for socks, Mr. 
said the U. S. producers and Japan 


Stitt 


slipper 


producers of these items are 


ese 


“generally separate mar 


kets.” 


serving 


it might be rounded off a bit? The 
visitors found their answers in the 
shoes on display: the elongated toe 

the double needle was very much 
in evidence with variations in 
vamp treatments to give added in- 
terest. 

There soft dressmaker de 
tailing of pleated overlays, tucked 
vamps, offside ruching all inte 
grated into the shape of the shoe. 
There were also fine hand stitching, 
cutouts and 


were 


insets. 


have 
higher 


Slimmer Heels As toes 
elongated, heels have gone 

and slimmer. The_ stacked heel, 
starting at mid-height, is now 
shaped into all heights. The “soft 
touch” was interpreted in the un- 
lined footwear, smart walking 
shoes, boots and casual styles, as 
well as in high-heeled, slender-toe 
designs for evening. 
borrow 


Casuals the high-riser 


lines of men’s styles. 


Mr. Stitt believes it is now more 
essential than ever that the United 
States 
tariff 


avoid 


on its course of 
The 


toward 


continue 


reduction, nation must 


any “retreat protec- 


tionism,” he argues 
Just 
will 


Outcome Uncertain what 
the Tariff 
mend to 
the 


dustry is 


Commission recom- 


President Eisenhower in 
way of peril points for each in- 
a very large question. In 
the past seven years the commis- 
sion has shown little sympathy for 
the plight of many U. S. 
that have been damaged by imports. 
If this attitude is extended into the 
current the outlook 
the import 
problem is slight indeed 

Here and 


iat the 


industries 


investigation, 


for any relief from 


there are signs, how- 


Eisenhower Adminis 
insist at (eneva on true 
something many 

never granted 
S. Secretary of Com 


Mueller ad 


S. in the past has 


merce rederick 


that the I 


“traded elephants for rabbits.” 


now 


mits 


Showing Presents Shoes as Focal Point of Silhouette 


the men’s 
the 
silhouette, with emphasis on high- 
risers that be- 
tween the chukka boot and the con- 
oxford or 


Fashion 


category 


highlights in 


shoe included slender 


shoes are a Cross 


ventional moccasin 
There were many slipons with high- 
elasti- 
The 


rising tongues: there were 


cized top lines, hidden 


goring. 
important color is green 


Trimness for Children Chil- 
dren’s definitely slim, 
trim, lightweight. For boys, in addi- 


shoes were 


tion to the slipons and high-risers 
similar to the men’s styles), there 


were reverse seam patterns, moc- 


casin toes, swirls and heart or di- 
amond wing tip treatments. 
Nylon velvet patch 


be important in the girls’ shoe cat- 


saddles will 
egory. For dress-up there will be 
the smooth 
polished leathers, as well as nylon 


tapered-toe styles in 


velvet. Trimming for the most part 
will be integrated into the shoe. 
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FOR 


CHRISTMAS 
ate. SELLING 


4a 


NRA ah Ze 
G a a c= i. 


The magic word that brings volume sales and handsome profit on wet weather footwear is 
“Raincharmer”. This is the fashionable line, quality crafted by Bata, the world’s largest footwear 
manufacturer. The line that combines beauty, durability and economy for the consumer with profit- 


able selling for you. Order now for Christmas selling. 


(A) CARRIAGE RAINCHARMER 
CUBAN HEEL 


Available in black nylon 
with fur cuff. 


(B) CARRIAGE RAINCHARMER 
FLAT HEEL 


Available in black nylon 
with fur cuff. 


(C) ENVELOPE RAINCHARMER 


Available in black nylon or black poplin 
with scotch plaid lining. 
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Many ordinary lasts are tape-measured in but 
4 places when created by the last maker. 
Unfortunately tape measures are not per- 


fectly accurate 
magnified many 


a small error can be 
foot discomfort. 


r * 
%, 


Guide-Step lasts are Contourgraphed in 19 places... are accurate to 1/100th of an inch! 
The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot in action. 


Guide-Step means COMFORT... 


Endicott Johnson was first with Guide-Step! 


Of all the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 


More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 

The wonderful comfort of the Guide- 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
... first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


Johnsonian 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1,N.Y. 


ENDICOTT A) JOHNSON... THE FAMOUS FAMILY NAME IN SHOES 
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by JOHN REILLY 


Editorial 





To Insure the Future 


ACK in 


article 


1954, Richard K. Westervelt wrote an 
for Journal of Retailing on the 
subject of the discount house. He 
pointed out that the discount house, controversial as 
it seemed, was just another development in “the his- 
design (of retailing) experienced by the 
partment stores, the chain and the supermarket.” 

“First,” wrote Mr. Westervelt, “the new retailer 
appears on the scene; second, the operation receives 
public approval; third, his fellow merchants cry that 
he was unfair; fourth, there is an attempt to wipe him 
out by legislation; and finally everyone learns to live 
with him.” 


then 
explosive 


torical de- 


{ecurate 

How successful the discount house has been in sell- 
ing shoes is a matter of opinion, but Westervelt’s pre- 
diction of the course the development of the discount 
house would take and what the reaction of retailing 
would be was certainly most accurate. The discount 
house has completely revolutionized the merchandising 
policy of some department stores and has forced them 
to sharpen their prices and practices. 

And it has exerted a strong influence on the direction 
which shoe retailing has taken in the past five years. 
The impact of the discount house on the pattern of 
shoe retailing is of far more significance than the rela- 
tively successful job it has been able to do with shoes. 


“Fit Yourself” 

To its broad philosophy of “see for yourself” and 
‘serve yourself” the discount house added “fit yourself” 
and made it work. The fact that the better discount 
operations have since added fitting services does not 
alter the impact they have had on shoe retailing. 

The success which the discount house was having 


with appliances and a wide range of soft goods, and 
their threats to capture a large share of shoe business 
made the shoe industry sit up and take notice. Both 
were responsible in great measure for drastic changes 
which took place in shoe store merchandising, and fo: 
the of the thousands of limited 
free-standing roadside stores which 
contributed so materially to chain store growth. 

What is this concept of self-service? 


opening service o1 


serviceless have 
It is the prem 
seem to most shoemen, that 
parents can fit their children and themselves with shoes 


ise, shocking as it may 
just as competently as most shoe salesmen. 

True to the pattern, opinion is widely 
divided on the future of this type of operation, but 
without the announcement of 
or multiple self-service stores 


traditional 


hardly a day goes by 
new openings of single 
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Their operators see in self-service “the 
of the future” and they are making the same 
familiar claims the used five ago. 
Merchants selling shoes on a service basis, as you will 
see from the round-up of merchant opinion in this 
issue, are not in full agreement, but most of them rec- 
ognize the long term threat of self-service. This is a 
healthy situation. 


or departments. 
wave 


discounters years 


Just as some department stores were forced to adopt 
some of the tactics of the discount house, so toe, some 
shoe retailers will find it necessary to employ certain 
self-service techniques. 

At this point it is important to draw a clear distinc- 
tion between self-service and self-selection. Some of 
the larger retailers will find it necessary to establish 
departments combining both methods. Even those re- 
tailers who are completely dedicated to service selling 
and fitting service can adopt some forms of self-selec- 
tion for certain items. 

The important consideration now is that every pair 
of shoes sold by these “new concept” outlets (and there 
will be more of them in the years to come) means one 
less pair of shoes sold through a service store. 


Inefficiency of Shoe Salesmen 

Recently we have heard much talk about the inex- 
perience and inefficiency of the average shoe salesman. 
The whole concept of self-service is based on the prem- 
ixe that this is true. If the public can be convinced 
that it is true, serious damage will be done to service 
retailing. But more than just fitting is involved. If 
the service shoe store is to survive and prosper, selling 
and fitting techniques must be sharpened. 

As Louis Liebson, vice-president of Edison Brothers 
Stores, Inc., and president of NSRA,, puts it, “being in 
the shoe business consists of hard work, know how, 
sound records and systems... it requires imagination, 
it requires being posted every minute of every day on 
your subject, shoe merchandising . . . we can best face 
new competition by strengthening our established re- 
tail methods.” 

This will not be accomplished easily. Fortunately, 
there is a growing recognition by American manufac- 
turers that the future of the shoe business is in selling 
quality shoes in attractive surroundings and on a ser- 
vice More manufacturers establishing, 
through market research, programs of dealer helps to 
insure this future. 

If shoes do, in fact, represent the great values we 
have been claiming for them, they are worthy of the 
time and effort to sell and fit them correctly. 


basis. are 





Cat’s out of the bag! 


US alele)elsie 


is naturally first 
with the greatest! 


U.S. Keds in fabulous, rich-as-cream, 


won't mat, pill or crack the way other soft-surface shoe fabrics do 


You can bet your bottom dollar on it. When a new 
material comes along with the right look, real wash- 
ability, and above all, the wearing qualities that 
meet the standards set for this industry by Keds, 
U.S. Rubber will have it—first. 

No matter how blasé or unexcitable you think 
you are as a merchant, prepare yourself. You're 
going to purr-r-r when you see this kitten of a shoe, 
this new Keds Champion in positively luscious 


brushed nylon. So rich looking, so soft, so unbelies 
ably light, you'll know at once that your customers 
will walk out of your shop on air, with one pair on, 
and at least one more pair under the arm 


Brushed Nylon Keds 


with brush and soap suds. Are highly resistant to 


are the mostest. They wash 
scuffing, bruising, and creasing. Can be worn in 
Velvety 


all weathers. Come in 4 irresistible colors 


black, beige, red, green. (Be sure to get all four!) 
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Now it can be told! 


sleek-as-a-cat BYUSNEC Nylon 


LOOK FOR THE BLUE LABEL* 


ome in Narrow and Medium widths. 
And remember, this is just the beginning. The new 
Brushed Nylon Keds line is being rapidly expanded 





to bring the unbelievable comfort and luxury look . 
of this fabulous fabric to men and children, too. benign Bietge 
The retail price? Marvelously low. Your mark-up? US is nited 


Marvelously high. The nylon? Chemstrand’s. More States 
questions? Contact your ‘‘U. S."" representative Rubber 


without a moment's delay, or write to this address... 
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LUCKY taking all steps to pro’ 
NEW ‘INVENTION 


Ruin Dewve 


eT | 





: 


NEW < 


ALL AROUND SPIKE HEEL PROTECTION 


PROTECTED BY 
THICK a. 


FOR THE FIRST TIME LAROTE 
ALL-AROUND - PEND. 


SPIKE HEEL PROTECTION! MATERIAL J 


FULLY MOLDED 


No inserted cups placed or cemented HARDITE ALL AROUND the heel and 
in heels . . . Nothing to come apart. HARDITE protection on the bottom. . 
Now your customers will have thick THE HARDEST PLASTIC HEEL MADE 
gauge HARDITE material protection. ... extra long wearing! 


LUCKY SALES CcCo., INC. LOS ANGELES - CHICAGO + NEW YORK 
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Added to our line .. 


“CENTER-FOLD 
TWO-FASTENER” 


‘Rei 


ALL- AROUND 
SPIKE HEEL 
PROTECTION! 


LITTLE HIGHER 


“FLORAL” 


all time best selling plastic rainboot 


Run Dore 


FAST, FAST DELIVERY! 


Lucky’s many 


shipping points guarantee 3 
the finest in efficient, ALL RAIN DEARS ARE AVAILABLE IN ALL 


right-now service! SIZES (4 TO 10) AND IN ALL HEEL 
HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES Cco., INC. ppm 
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Especially during the 
BACK-TO-SCHOOL season 


Though the Scout-shoe market is big any time of year, it will 
be terrific these next few weeks. School will be starting; Scout troops 
will begin holding regular meetings again. And more boys will be 
buying Scout shoes, because these shoes not only are official 
for every Scouting activity but they are excellent all-around shoes 
for school wear, too. Another thing: A Scout knows he needs 
official shoes if his uniform is to be complete and correct, 
so he is going to buy them somewhere. Why not from 
you? Write today for details, so you can cash in 


on the big back-to-school business just ahead. 





All-Purpose 
Oxford, in brown 
or block 


Official Scout Shoes are available from the four divisions that sell these brands 


A cnobat + LDuuglas + , ie 


SHOES FOR GROWING IN SHOES Off FOR MEN SHOES FOR MEN SHOES FOR MEN 


GENESSoO Nashville 3, Tennessee 
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boi ce of the ‘| rade 


The great retailing industry,” says 
ALFRED C. THOMPSON, executive 
vice-president of Miller & Rhoads, 
Inc., Richmond, Va., “which 
billions of dollars worth of goods 


through its vast advertising and pro- 


moves 


motional facilities, can certainly do 
much probably more than any 
other single group or industry . . . to 
move people to the polls, while still 
maintaining absolute neutrality as far 


as party or candidates are concerned.” 





Mr. Thompson is also president of the 
National Retail Merchants 
letter to 


Association 


and, in a their more than 
11.500 member stores, he urged them 
to participate in the drive to get out 
the vote in this fall's election. 


The 


major 


the 


“registration 


national conventions of 


parties, says he, 
day, and the election itself offer three 
natural opportunities to mount a “Get 
Out the Vote’ campaign. In addition, 
find 


direct such public 


you will many opportunities to 
service promotion 
toward yvouny people who will be cast- 
ing their first ballots in the fall elec 


tions, toward local issues, and toward 


visits by candidates to your com- 


munity.” 


“Men's awareness of style in’ their 
shoes, which began with World War 
If. is accelerating, says LOUIS LEVY. 
manager of the shoe department at 
Hillhouse Ltd., Providence, R. I. 
“Sixty per cent of our shoe sales,” he 
continues, “are now in the high rising 
slipons or the two or three eyelet ties, 
with low cut sides. These features tend 
te make the shoe more comfortable. 
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lighter weight and popular with men 
of all ages. 

“We note a general departure from 
rounded toes to generally narrower 
ones. Pointed toes have sold to some 
extent but have not gone over here as 
well as in the big cities. Gored styles 
are becoming more popular all the 
time and capeskin slipper scuffs are 
gaining constantly. These changes are 
good news because they indicate that 
men are becoming more style con- 
scious. It points to an increasingly 
larger business in shoes with new fash- 


ion themes. 


The look of shoes abroad... LARRY 
McGOURTY., merchandise manager of 
men's and boys’ footwear for Thom 
WeAn, recently returned from one of 
his periodic “observation and buying” 
trips to Europe. He visited stores and 
men’s shoe factories from England 
through France and West Germany. 
He 
amazed at the drastic change in men’s 
the 


British brogues. The emphasis was on 


His first stop was London. was 


shoe fashions. Gone were stout 
the lightweight. dressy shoe, reflecting 
the Italian influence of long, pointed 
toes. Women’s shoes, too, were more 
pointed and longer than ever. Lon- 
don’s downtown stores displayed fash- 
ions in both men’s and women’s shoes 
that 


where on the continent. 


were smarter than he saw anvy- 
In Paris, he was impressed with the 
dramatic change in men’s shoe fashion 
presentations. It seemed to him that 
the whole retail shoe business had been 
revitalized by the Italian influence. 

Stuttgart, West Germany, was also on 
Here he 
visited and studied an operation simi- 
lar to Thom McAn’s, the Salamander 


chain of 71 


Larry McGourty’s itinerary. 


stores and some 
The outstand- 
ing shop in the Salamander chain is 


family 
1500 franchise dealers. 


their downtown store in Stuttgart. This 
one store’s volume is over one million 


dollars per year in family shoes. 
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Don’t go after friends to make sales: 


go after sales to make friends. 


WILLIAM W. NEAL of Liller, 
Battle & Lindsey, 
firm in Atlanta, Georgia, told the Na- 
tional Shoe Retailers Re- 
gional Workshop Session: “Lack of 
planning, we believe, is the greatest 
weakness of advertising. Those 
effectively 
those who plan for it. Leading adver- 


Veal. 
Inc., advertising 


Association 


who 


use advertising most are 
tisers already have next fall’s plans 
completed and are working on next 
spring’s plans. 

“An advertising plan does many things 
for you. It sets a standard of accom- 
plishment. It provides for better tim- 
ing. It provides peak advertising in 
peak selling seasons and avoids un- 
wise, excessive expenditures during 
off-selling periods. 

“All advertising has improved tremen 
dously in the past thirty years. Insti- 
tutional advertising has even changed 
its name. Today it is known as cor- 
porate image advertising. 

“Corporate image advertising sells 
your whole store, not just the mer- 
chandise you're hoping to move out 
tomorrow or during the current sea- 
son. It reflects the personality of your 
The first 


successful corporate image advertising 


store and of you. rule of 
is to make every ad a true reflection of 
your store. Try to establish a style and 
follow it. 


your advertising to tell your corporate 


And then plan some part of 


story. Tell what your aims are, what 
you offer 
What you plan for the future. 


have to your customers. 
“Above all, when you make up your 
mind to begin store image advertising, 
make up your mind to stay with it. 


Remember, image advertising is long 
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range advertising . . . advertising for 


the future. It takes time to be truly 
effective but it’s well worth it.” 
* 2 @ 

“What's with this ‘twice as long’ busi- 
ness, anyway?” asks JIM LEGG of 
Heydays. “Who wears out a pair of 
shoes today? It’s like IMPORTS. 
Why brag of them? Beyond slave labor, 
what are their advantages in fit. wear, 
comfort, quality? When inferior, can 
Are they stocked? 


prompt or 


vou return them? 
Are deliveries assured ? 
American factories need to start seil- 


ing AMERICA 


uct . . . which it does cost more to 


and its superior prod- 


make because of numerous advantages 
of American products and service.” 

2 « @ 
Definition of a super-salesman: “A 
man who can convince his wife that 
she looks fat in a fur coat.” ‘Art 
Linkletter’s program.) 

> * * 
“The best thing the shoe retailer can 
do,” says LARRY HORAN, JR., presi- 
dent of J. & J. Slater-Hanan Shoe 
Company, “is to buy judiciously and 
early. He should create excitement and 
enthusiasm with planned promotions, 
even before the shoes are delivered 
into the store. Then, reorder quickly 
Main- 


taining depth of sizes and a ful range 


on the fast-moving numbers. 


of styles. especially in the basics. is a 
must. 

“With us, basics have proved to be the 
perennial favorites. We have several 
stvles that have continued to be suc- 
cessful from one year to the next. 
especially the fashion shoes in the 
14/8 and 18/8 heights. We think that 
many quality, fashion-minded women 
today want smartness and comfort. 
They are showing a decided prefer 
ence for the mid-height heel. 

“We always try to plan something new. 
interesting and exciting for the next 
We will start with alligators 


and lizards in black, brown. gray as 


season. 


early as August: and for our first fall 
showings. we are scheduling promo- 
tions of Beetroot, Camel and the new 
browns. We believe brown will be 
good in the coming season and have 
ordered it in substantial quantity. 
“Our figures. unit-wise and dollars. 
have heen very satisfactory: and we 
look forward to even greater increases 
in the second half of 1960.” 
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Profile.... 


by ESTELLE G. ANDERSON 





JEROME and STEPHEN ALTSCHUL 


ROOKLYN, personified, is sad and disillusioned. Within the past 
twenty-five years, this sprawling, teeming. active borough that nut 
tured increasing population, industries and sports. hes seen a gradual 

But long before their departure, 


Altschul. Ine.. re 


a landmark of Brooklyn's shoe manufacturing industry. They 


decline and decrease. Gone are the Dodgers! 
the industrial emigration had erupted. However. Julius 
mains 
chose to stay put, in surroundings that they have known for sixty-one years 
and continue to manufacture children’s high grade Goodvear welt shoes 

A flashback to those “good old days” would tend to pinpoint some of the 
reasons for their decision. In 1899, a friend dissuaded Julius Altschul from 
going to Puerto Rico in search of opportunity. There was plenty of it right 
here in New York. He told him about a shoe factory in Brooklyn that was 
available. Although his previous experience had been as supervisor in women’s 
high grade shoe factories, and this was a children’s shoe operation, Julius 
Altschul recognized its possibilities. He put his life's savings into this small 
plant, that made handmade turn shoes for babies. In those days, the factory 
prepared the uppers and soles. They had about forty employees. who would 
come in on Monday morning, pick up the cut uppers and soles and take them 
home. They would finish the shoes and bring them back to the factory on 
Friday. Then start all over again on Monday. 

Gradually, this custom was supplemented by machine operation. The earliest 
record of the turn sewing machine at Julius Altschul. Inc.. was the lease signed 
with the United Shoe Machinery Corporation in 1902. All the output, then 
was made for the wholesale trade. This policy was changed in 1915, when they 
began to sell direct to the retailer. Julius Altschul, Inc.. was one of the first 
companies to establish an instock department of high grade shoes, to service 
the retailers direct from the factory: thus by-passing the wholesaler 

In 1921, Goodyear welt shoe manufacturing was added. Within a vear. 
output doubled and it has continued to increase ever since. (Today's produc- 
tion is about 1850 pairs per day .. . exclusively Goodyear welt.) 

What was shoe manufacturing like in 1899? The original factory was on 
South Fifth Street in Brooklyn and power in this plant was supplied by a gas 
engine with an eight foot fly wheel. It took two men to spin the wheel to get 
it started. One cold morning, they came in and found the cylinder cracked. 
It was beyond repair. That did it! They decided to switch to electric power. 

(CONTINUED ON PAGE 55) 
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The distinctive feature of this three-eyelet blucher is a line 
of perforations set off by three rows of fine stitching on its 
heart-wing, stay and collar. This style shoe seems especially 
designed for the “more shoe” look. The sweeping silhouette 
includes the high-riding front so necessary to complement the 
shorter trousers of continental styling. A reverse seam on 
the quarter establishes a lace-stay line. The perfecto brown 
shoe is set off by the black piping on the lace stay and collar 
ind the black sole edging: Florsheim Shoe Company. 


* - 
¥ 








a ed 
Christmas hosiery boxes, reading from back to front: Christ. 
mas cherub riding on a reindeer, Cameo (Burlington); star 
design on white box, Mary Grey; velvet touch in deep blue. 
Phoenix; flying angel with star, Roman Stripe; cavalier driv- 
ing a Christmas sleigh. Hones. 


Gilt Categories for . 


Counter-clockwise, starting bottom left: Lightweight folded 
travel slipper, American Felt Slipper; mother and daughter 
slippers in black velvet, red pompoms, Swan; child's velvet 


slipper, imaginative ornament, Nite-Aires; mother and daugh- 


ter Bunny Poms, brushed material, softee rubber sole, e'as 


ticized topline, Ripon. 


AY “Christmas” to most shoe retailers today and 


they will answer “Slippers.” Once upon a time this 


question and answer formula worked equally well 


in reverse. When you said “Slippers,” they replied 
“Christmas.” ‘That idea has been changing a great deal 
in the past ten or more years, however. Slippers can 
sell every month of the year when they are given the 
right styling and promotion. However, the Christmas 
slipper business is still a big one. Some representative 
slipper manufacturers say that as much as 50 to 60 per 
cent of this business is done in the months of October 
to December. 

There are other items that have equally strong appeal 
at this time of vear and deserve equal attention in your 
store promotions. Two items that you probably have as 
vear ‘round merchandise are hosiery and handbags. 
Be sure to put out your most glamorous stockings, your 
finest, most luxurious handbags. If you can add to these 
some purse accessories—-wallets, bill folds, change purses, 


for example—you can feel certain of adding extra sales. 


by ELEANOR M. RUTTY 





® Slippers are for everyone, of 
course—folding lightweight ones 
for the travelers. Stockings—the 
sheerer the better for a gift—go 
to the women—socks to the boys 
and men and college girls. Hand- 
some leather bags are a joy to 
every woman—luxurious evening 
bags and their accessories for the 
social-ites. And there is jewelry to 
dress up your displays and tempt 


your customers. 


Left, fine calf handbag from Igor. Right 
luxurious alligator bag by Deitsch. Belou 
small clutch purse, bill fold and change 
purse in matching brocade, from F. Stern 


Right belou Pretty lightweight travel 
scuffs with matching case; another pretty 
feminine scuff trimmed with rows of shirred 
nylon net and rose and bud spray. Dainty 
but effective shoe trees in padded fabric 
{ll from Hortense Hewitt. 


CHRISTMAS 


Clockwise, starting bottom lejt: All-gold mule, 18/8 heel, elas 
ticized fabric upper, Nite-Aires; brocade bootie by Wellco on 
their special sole construction; sabot-inspired brocade scuff 
Rlum; 24 karat gold kid scuff, Daniel Green. 





Leather Footwear Production Sets 


ESTIMATED WORLD PRODUCTION OF LEATHER FOOTWEAR 


(Thousands of Pairs) 





North America 
South America 
Europe 

U.S.S.R 

Asia and Oceania 
Africa 


51,892 
455,131 
(1) 

63 ,088 


i i ao 
(2) 
51,652 


An 


—What’s the background of 

this report? Why a report on 

world shoe production at this 
time? 

A—About 13 years ago we pub- 
lished a booklet, “Boot and Shoe In- 
dustry Statistics.” Later some of 
the material in this booklet was 
adapted by the National Shoe Man- 
ufacturers Association. As 
know, “Facts and Figures on Foot- 
wear,” published by the NSMA, 
presents a wide variety of produc- 
tion and marketing statistics. 

To serve the needs of manufac- 
turers for data on world production 
of leather and part leather foot- 
wear, we first attempted to present 
statistical data annually. But this 
proved to be impractical. We now 
present these data every two years, 
publishing the results in odd-num- 
bered years. We believe the inter- 
est created in these reports now 
warrants the continuation of these 
statistical evaluations. 


you 


Outstanding Developments 

Q—In your opinion, what are the 
outstanding developments in world 
shoe production during the past 
two years? 

A—There are two points of un- 
usual interest in our new study. The 
first is the fact that a world record 
has been set for output of leather 
and part-leather footwear. 

The second is the fact that this 
record output was reached in the 
face of growing production of other 
types of footwear, particularly rub- 
ber and plastic footwear. 


Q—What do you regard as the 
most significant trends, world-wide, 
of the past two years? 
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a New World Record . . 





Leather footwear is more than holding its own. Steady increases 
in output of leather footwear are reported for four of the world’s 


six largest continents. In only two 


South America and Africa 


did output decline, and this slippage is blamed on temporary 


conditions. 


All told, the world produced about 1,855,462,000 pairs of 


leather footwear last year 


a new world record. The following 


tables and the related interview pinpoint the production picture 
by country. by continent, and by year. All data are by J. G. 
Schnitzer, Director of the Leather, Shoes and Allied Products Divi- 


sion of the U. 
Services Administration. 


S. Commerce Department's Business and Defense 





A—Well, 


thon 


the fact that produc- 
advanced everywhere but in 
America and in Africa I be- 
In South Amer- 
economic 


south 
lieve is important. 
ica, generally poor con- 
ditions have prevailed, and this has 
hindered output. In Africa, produc- 
tion has fallen off, and this can be 
traced at least in part to the un- 
settled conditions in many areas of 
that continent. 

On the credit side is the record 
output obtained in the United 
States. Production for the first 
time exceeded 630,000,000 pairs. It 
should also be noted that output in 
the U.S.S.R. was in excess of 277,- 
000,000 pairs, which is a larger out- 
put than was recorded even during 
the pre-Communist era. 


U.S.S.R. Production 


Q-—-How do you account for the 
rapid rise in per capita production 
of shoes in the U.S.S.R.? 

A—lI would say the reason is the 
strong emphasis by the Communist 
government on consumer’ goods. 
This emphasis has particu- 
larly evident in recent years. The 
government has been paying a good 
attention to consumers 


been 


deal more 


Q—Do you think the Soviet Union 
can maintain its high rate of out- 
put? 

A—A great deal depends on this: 
Until the Summit in Paris 
the Soviet Union had been pursuing 
soft 
If this policy remains con- 
sistent, production of footwear will 
maintained. If the 
scrapped in favor of emphasizing 


fiasco 


a policy of more consumer 


goods, 
be 


policy is 


heavy industry again, we'll see pro- 
duction of footwear decline. 
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Q—What is the basis for your es- 
timate of production the 
U.S.S.R.? 

A—First, I consulted the official 
published figures on shoe produc- 
tion in the Soviet Union. I found 
that their total of leather shoes, in- 
cluding some made of artificial 
leather, were somewhat higher than 
the figures used in my table. I 
discussed this situation in detail 
with trained observers, including 
sill Rossi, of the BooT AND SHOE 
RECORDER, and with many Europeans 
who have had occasion to visit the 
Soviet Union in recent years. All of 
these discussions lead me to believe 
that the figures in my table are gen- 
erous. 


in 


in mind that the Soviet 
in addition to its own pro- 


actually imports 


Bear 
Union 
duction substan- 


ASIA AND OCEANIA 
British Oceania... 
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6, 725° 


J. G. SCHNITZER 

Purchases are known 
to have been made from India, 
Czechoslovakia, and Austria. Just 
recently, for example, there was an 
item in the press reporting the fact 
that the Soviet Union had placed or- 
ders for 15 million pairs of shoes in 
Cuba. 


tial amounts. 


European Production 

Q—In your opinion, what are the 
important developments in European 
production of footwear? 

A—The main thing that these 
statistics show, as far as European 
countries are concerned, is the grow- 
ing export trade from such sources 
as Italy and Germany. As we are 

(CONTINUED ON PAGE 50 
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for India. 
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The Impact of Self-Service: 


A Supplement or a Threat? 


Self-service is growing and it poses an increasing threat (or 
challenge) to the service-type merchant. Will it replace the 
regular shoe store or co-exist with it? A RECORDER survey 


shows how retailers 


HERE is self-service go- 
ing? Is the rapidly matur- 
ing infant going to replace, 
supplement or simply co-exist along- 
side the traditional service retailer? 

The advocates of 
naturally, think the trend is syn- 
onymous with the future. 

Then, there are those who haven't 
tried it. Some of these retailers 
give it grudging respect. Others 
see eventual failure. 

But self-service is here, never- 
theless. You cannot ignore it. You 
cannot deny its existence. And, you 
have to admit it’s changing the sell- 
ing patterns. It’s ignoring tradi- 
tion. It’s changing store hours. It’s 
drawing curious, money-spending 
customers by the thousands. It’s 
expanding at a phenomenal pace. 
It’s largely emphasizing price ahead 
of style and quality. 

It threatens some 
lenges everyone. 


self-service, 


but it chal- 


The Coming Thing 

Harry Siegel, head of Shoe City, 
Inc., a discount chain with 
and leased departments in Penn- 
sylvania and New Jersey, said he 
is in self-service he 
lieves it’s the “coming thing in 
shoe retailing.” 

In his opinion, self-service has 
an unlimited future and it is al- 
ready biting into the business of 
standard dealers because of con- 
siderably lower mark-up and, there- 
fore, somewhat lower prices. 

The customer gains because “she 
can browse as. long as she wants” 
and “nobody tries to high-pressure 
her into buying a 7AA when she’s 
looking for a 614B,” 
man. 

As for fit, Mr. Siegel 
customer is the 


stores 


because be- 


says the shoe- 


feels the 


best judge of 


40 


both kinds 


whether or not a shoe fits him 

Why are more and more retailers 
opening shoe 
James Sparks, manager of a 
Way unit in Columbus, O., 
the 
warehouse space and fitting areas 
among other things. And, he added, 
Mr. and Mrs. America 
“prefer to wait on themselves.” 

Mr. Sparks feels self-service will 
grow among chain companies and 
then be extended more generally 
into independent operations. The 
service dealer will definitely be 
hurt, he said. 


stores ? 
Pic- 


said it’s 


self-service 


because of savings in labor, 


because 


We Kept Quality! 

C. D. Benson, manager of Shoe 
Land, Oklahoma City, Okla., a chain 
of four self-service stores and one 
standard shoe store, said: 

“We watched the self-service 
trend in shoe retailing before we 
converted our stores one at a time 
to self-service. We _ believed 
could increase our sales volume, 
which we have done, and continue 
to carry the same lines of shoes we 
carried before the change. We aim, 
as formerly, at the medium price 
range, serving the middle class. We 


we 





feel about self-service. 


do not buy junk, discards, refusals, 
closeouts and the like. 
“I believe self-service stores will 
have to clean up and fix up the ap- 
pearance of stores. We have already 
put back our window display space 
and may put back the carpets. At 
intend to new 


least, we put in a 


floor in place of the plain cement 


base 


We Fit Too 


Paul district 
Crown 


Wis., 


ity shoes with top brand names will 


Spors, manager, 
Milwaukee, 


believes that eventually qual- 


Self-Service 


be prominently merchandised in 

self-service stores 
“We're right 

claims work 


sell for as high as $19 a pair 


now,” he 


doing it 
“Some of shoes 


And 


$15 a 


our 


we also carry dress shoes at 
pair.” 

Mr. Spors decried criticism that 
self-service clerks are not sufficient 
ly trained to fit shoes 

“Our clerks are able to fit shoes 
as well or better than at least 75 
per cent of the people in regular 
service stores,” he claimed. 

The self-service store has appeal 


for the whole family-type shopping 


———— See 


Self-service shoe retailers say: 


® Customers prefer to wait on themselves. 


® Customers like to browse without pressure. 


@ We fit shoes as well as the service stores. 


® We will expand into quality shoe lines. 


Service shoe retailers say: 


® Customers seeking quality want service. 


® Self-service shoppers are seldom satisfied, 


@ Self-service units will remain low-end units. 


® Self-service will bring us new customers. 
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* paver 


wy 


stores stress 


{lthough 


Self-service shoe price 


advertisements many 


operation, but a style-minded girl 
still 


Perry, owner of Perry's Shoes, 


James 
Nor- 


wants service, claims 
ristown, Pa 

He admits self-service has a big 
future and he thinks many retailers 
will be forced to go into it. But, 
Mr. Perry feels, self-service is a 
“highway operation” and will not 
replace the downtown service shoe 
store. 

“There is undoubtedly a good fu- 
for the self 
tion. I 


ture service type opera- 
go into the 
higher-priced said William 
Wesley, Wesley's Shoe 


store, North Hollywood, ( alif. 


believe it will 
lines,” 


owner of 


“The main objection to self-ser- 
the 
that burns me is that it takes away 


vice merchandising and thing 
the dignity of a shoe salesman and 
turns him into nothing but a clerk 
It is relegating the shoe industry to 
the supermarket category and I’m 
in favor of it,”” he added 


not 


We 


“Self-service has affected our bus- 
iness to the extent that we are now 
operating a two-way store. We have 
a self-service display with a couple 
pairs of the various styles we carry 
that customers may see and 
choose styles or be waited on in 
regular fashion,” said Bill Frazier, 
manager of Waintroob’s 
No. 2, Oklahoma City, Okla. 

Stan Sadjak, owner of Stan’s 
Bootery, Milwaukee, Wis., 


Switched 


sO 


assistant 
Shoes 


is one of 
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of the 


in their tered, they have 


layouts look 


newspaper 
clut- 


many shoe retailers who believe the 
self-service trend cannot hurt them. 
In fact many feel this type of mer- 
bringing customers 
into their stores. 


chandising is 


Well Help Us! 

Sadjak is convinced the ser- 
little to 
about in the battle against the self- 
He “In the 
long run, the self-service competi- 
tion is good for the alert, independ- 
ent shoe retailer. It demonstrates 
to us the value of giving service and 
good fit. 

“Not many people who buy at self- 
Plenty 
buying 


Mr. 


vice retailer has worry 


service stores. said, 


service stores are satisfied. 


of people who have tried 


racks 


Stan’s Bootery is across the street 


from come into my _ store 
from a large self-service chain out- 
let) and tell me they haven't been 
satisfied. They say they have learn- 
ed that price isn’t the only thing 
and that a couple dollars discount 
on a pair of shoes isn’t a saving at 
all if the shoes don’t fit properly. 

“The most important thing is to 
carry enough sizes and widths in 
stock and give the public plenty of 
personalized service.” 

Mrs. Della Harrold, owner of Har- 
rold’s Shoe Stores, Oklahoma City, 
Okla., said, “Most people like ser- 
and like honesty. The 
average self-service operation han- 
dles low quality merchandise lean- 
ing to leftover, 


vice they 


closeout, refusal, 


strong 


appeal for the price-conscious 


shopper looking for a chance to stretch the dollar. 


All 


disad- 


misfit or maybe damaged goods. 
of this is to the 
vantage of customers.” 
Allen, Vorhes 

Colorado Springs, 


positive 


toy Shoe Stores, 
Colo., feels self- 
affect 
which 


cater to fit, quality merchandise and 


service retailing does not 


regular service shoe stores 


personal customer service. 
{nswer? 


Will 


boom 


{n 


Self-Selection : 


the 
of a 
compromise type of merchandising? 
Will the quality shun 
the total self-service trend and in- 
stead offer total style exposure and 


Another 
future possibly 


question 1s: 
bring a 


shoe stores 


self-selection ? 
Karl’s Shoe North Holly- 
wood, Calif., part of a multi-store, 


Store, 


multi-state chain, is a self-selection 
store. William Brogno, the assistant 
manager, said, “The advantages of 
self-selection are that the customer 
can handle the merchandise, inspect 
its workmanship and see all the 
styles available. It saves time for 
both the customer and the salesman. 

“We have all styles on display, 
the customer chooses what he wants 
and the salesman brings the shoes 
At that time, 
he tries to determine if the 
tomer has picked the right size.” 


from the stockroom. 


cus- 


What do you think? The RECORDER 
welcomes your opinions. Address 
your letters to the Editor, Boot and 
Shoe Recorder, 56th and Chestnut 
Sts., Philadelphia 39, Pa. 





a> Outraces 
. x 
N The Trend 


“Mothers can fit children and adults can fit themselves better 
than 95 per cent of shoe salesmen,” claims Crown's presi- 
dent, Robert L. Wolf. Mrs. Charles Kennedy fits her family 
at a Crown Self-Service Shoe Center in Lafayette, Ind. 


Operating on the premise that the shoe salesman is costly and unnecessary 
in a serve-yourself merchandising age, Crown Self-Service Stores grew from 
a single store to a 38-store shoe chain in three and a half years. 


ASTEST growing entrant in Ind., appliance store in February Robert Wolf, youthful president of 
the race to self-service su- 1957. In three and a half years, Crown, predicts 1960 sales will ex 
premacy is the 38-store Crown Crown has never stopped growing. ceed $5 million. He also says Crown 
Self-Service Stores, Inc., shoe chain There were three Crown stores by will have 60 stores by year’s end 
headquartered in Chicago. the end of 1957. Sales totaled $430.- 
The first Crown store was opened 687. The following year there were How's It Done? 
by Robert L. Wolf, Gerald Goldman 10 stores. Twenty stores in 1959 What's the Crown success for 
and Allen Wolf in a renovated Gary, boomed sales to $2,741,341. mula? Buy first quality stock, knock 


down the overhead, reduce the mark 





up, undersell the “sit-downs” by 10 
Three and a Half Years of Growth to 25 per cent and depend on volume 
7h es om » ' for profit. It works too 
FEBRUARY wat: The first Crown Self-Service Shoe too has proven that the desire 
Center opens in Gary. Ind. of customers to be fitted profession 
JANUARY 1958—Crown invades Chicago with the first ally goes about as deep as their pock 
aft ibis tien ‘ etbook. Crown stores ignore profe 

sional fitting. They operate on the 
OCTOBER 1958—Continuing to expand, the chain moves premise that mothers can fit children 
into Milwaukee area with the first of five outlets. and adults can fit themselves as com 

petently as 95 per cent of the shoe 
MAY 1959—Three self-service shoe centers open in one salesmen. The premise saves Crown 
month. Two open in Milwaukee and one in Chicago. the biggest shoe store expense—the 


_— ‘ salesman. It helps Crown cut prices 
5 Ore a 5 ial «th ? . ; 
DECEMBER 1959—Chain ends the year with 20 stores. Crown operates its shoe cente: 


MARCH 1960—In one dav. Crown opens 14 stores. Seven (they display 5,000 pairs in 5,000 
° ° ‘ P s are e nitn ¢ anager, ; ay 
stores open in the Cleveland area. six in Detroit and one quare feet) with a manager, a da 


- we 7 ms ‘ é sashier a stockboy 
in Chicago. Plan for a total of 20 stores in Detroit. ae & aiget cnehier and o 


By taking advantage of inventory 
APRIL 1960—Contract is signed to put self-service shoe clearances, overruns and off-season 
departments into Piggly Wiggly Midwest supermarkets. purchases when buying the corpora 

tion’s inventory, Crown’s manage- 
JUNE 1960—Pact with Neisner Brothers, Inc., a national ment also helps keep the retail shoe 
variety chain, expands the Crown Market. prices down. The basic price for 
children’s shoes is two pairs for $5 
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Grand openings have been a common occurrence for the 
im the last three 


Crown management 
The chain grew from one store to 
Many of the stores were put into 


Basic women’s shoe price is $3.39 


and basic men's shoe price is $4.50. 
Work shoes and boots begin at $5.99. 
The 


pecially attractive to low and middle- 


self-service prices are es- 
income families, so Crown's manage- 
the 
principal streets in heavily populated 
So 


ment locates shoe centers on 


middle-income neighborhoods. 
far, Crown stores have been opened 
in or near four midwest cities: Chi 
Detroit Mil- 


waukee. Expansion into other areas 


cago, Cleveland, and 


is contemplated 


Just Bare Necessities 
There are no frills in self-service 

shopping and customers don’t seem 

to Often 


former supermarkets that require a 


care Crown moves into 
minimum of alteration to be turned 
into a shoe store. There are no fanc\ 
window displays and the stock inside 
is displayed on plain wooden or meta) 
In the be 
are for 
on 


rows of shelving aisles 
the 


customers 


shelves benches 


to 


tween 


use while trving 
their selections. 

moves made to widen 
market links 
Midwest, a 


chain, 


Two recent 
the 
Piggly 
supermarket 
Brothers, 
store chain. Crown is considering 30 


Crown were with 


Wiggly major 
and Neisnet 


Inc., a national variety 
Piggly Wiggly locations for leased 
departments and expects to have de- 
partments in 40 or more Neisner 
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be turned 
open 


fions to 
stores are 
Sundays too. 


and a half years. 
18 stores in that time. 
former supermarkets 


stores across the country within five 


vears. 


Widening Their Market 
The contracts with Piggly Wiggly 
and Neisner Brothers are important 
than 
growth 


influence on 
They 


exem- 


for more their 
profits. 
important they 
plify a newer trend in shoe merchan 
dising than The 


thinking is that a shoe store doesn't 


(Crown's and 


are because 


self - service. new 


necessarily have to be a shoe store, 
clothing store or department store, 
but any store into which you can put 
Merchandisers 


a shoe department. 


see tremendous opportunities to in 


because these buildings required only 


day 


altera- 
Crown 


minimum 
sh oe 


hours 


stores. 
and 


into self-service 


and evening often on 


by putting shoes 
where customers 


week not 


crease exposure 
food 
at 
just when they need a new pair of 


into chains 


come least once a and 
shoes 
At times, the of 


chain has been spectacular. During 


expansion the 
one month this year, Crown opened 
16 stores. It has been common prac- 
tice to open three or four stores in a 
month. 

As for self-service shoe selling as 
a whole, Mr. Wolf predicts that this 
type of merchandising will account 
for $300 million in sales this year. 
That’s 6.5 per cent of the total 
ticipated shoe volume. 


an- 


1) | 
—_ 
: ee. \ 


Pe 


Crown self-service departments will occupy 
the Piggly Wiggly Midwest supermarkets. This department in an 


feet in 
{urora, 


about 1000 square 


lil, store is separated from the main food section of the store by the 


line of cashier counters. 





Inside Shoe Business 


by BILL ROSSI 





Fitting Services 


Versus Self-Service 


If traditional shoe fitting loses out to self-service, it will 


be by default, not by inherent weakness or lack of value. 


to tidal 


approach 


business is rising 


ELF-SERVICE 


wave proportions. 


in shoe 
The 
is accounting for increasing tens 
The growth 
that of 

fitting 


“supermarket” 
to selling shoes 

of millions of pairs of shoes sold annually 
pace of self currently 
the kind that 

this momentum to 
immediate 


-service is several times 


“regular” shoe business involves 


services We can expect speed up 


> in the years ahead. Its influences 


bear heavily on shoe manufacturers, retailers and 


srs alike 


Losing Fac id 

fitting is losing face and in 
Thi 

manu 


adition” of shoe 
self-serv ice 

both 
whom hold to 
foot, 


in proportion to the rise of 


ising serious anxiety among shoemen 
the majority of 


is made to be fitted to the 


irers and retailers 


belief that 
that the 


imer sat 


a shoe 
fitter are essential to 
shoes 
tself. 


shoemen 


the shoe 


with 


services of 


isfaction the purchased, and 


performance of the shoe 
of all the isn’t going to 
Nor are all the 


buying will 


all the anxiety 


“trend” toward self-service 


that 
ng shoes and foot ills. 


lead 


that 


cries self-service shoe 
Experience shows 
“bar- 


people will make all kinds of concessions when a 


offing. Experience also shows that a 
‘owing share of consumers like or prefer the “browse- 
shopping for many kinds of 
So despite all the 
shoes for maximum 
self-service will continue to gather momentum 


is in the 


approach to 
included. 


and-buy” 


merchandise, shoes “logic” 


behind the necessity of fitted Satis- 


faction, 


Vore Than a Shred of Truth 
But if fitting services are losing out to self-service, 
it’s service-type shoe stores are backing 
If the “silent” salesman is out-selling 


only because 

down by forfeit. 

the “vocal” salesman, then the 

salesman at all. He’s really only helping the custome 
buy—which is a lot different from selling. 
One of the largest 

the country 


latter is proving no 


fastest-growing self-service 
is strongly 


the fact that the average consumer is as quali- 


and 


shoe chains in (Crown 


pub- 
licizing 


44 


of children 


shoe store 


fied to fit his or her own shoes (and those 


as is the 
While to 
exaggeration 


average salesman or fitter in a 


most shoemen this may appear to be a gross 


and outright heresy, on analysis it may 
contain more than shreds of truth 
Much as it 


“treason,” the 


may hurt, and much as it may evoke ou 
ing 


-ty pe shoe store 


cries of harsh truth is that shoe fitt 


as it’s practiced in the average service 
either a 
has the 


iustice to the 


ir department today is science nor an art 


as traditionally claimed. It potential of being 


But if we do real 
then shoe 


such terms “science” 


fitting past or present, is akin 


neithe 


1 Compromise Fit 


marched 


Start right 


an be 


llenges ( 
subject 


Today, a whole parade of cha 
before the 
at the 
sified by types, 
ment The 


the job on the 


industry on this 
Feet 


shoe 


core: the human foot have never been clas 


on the basis of a nat 


shoe fitter 


‘ 


ional foot-measure 


survey and the industry approach 


premise that no two pairs of feet are 
eriously 
then 


and 


alike (a contention which in itself is to be 
But if no two pairs of feet are alike, 
no shoe store in the world, what the 
could do more th 


What we've 


challenged 
no matter size 
depth of its inventory, an give an accu 
rate fit to a modest percentage. termed 

’ fit is frequently a compromise or approximate fit 
back 
years, is still based on the barley-corn decree of 
Edward II in 1324. stick, still the 
measuring device today, back 300 


have 


curate’ 
500 
King 
prevalent 
years. Modern 
helpful, but 


than determining 


Our shoe-sizing system dates more than 


The size 
dates 
fitting devices been 


and improved 


proper fitting consists of a lot more 
the length and width of the foot 
We know 


character 


rate 
foot 


measure 


little of a scientific nature about the 
of foot growth in children; about 
While we 
we've no assurance that a shoe in any given 
to-ball measurement. We 
of heel or arch or foot 
9 angulation across the ball, 


few. 


and 
types and shapes in relation to lasts. 
heel-to-ball, 
size will conform to the heel- 
take or 
thickness at 
instep width, 


use no measurement 
the ball, 
to mention but a 
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A vast fund of vital data is miss- 
in terms of foot and 
shapes and physical traits to per- 


ing sizes 
mit us to design and fit shoes sci- 
entifically and with preassured pre- 
cision. Most shoe fitting today, in- 
cluding most of the of it, 
operates largely by the “touch” sys- 


best 


tem and trial-and-error procedure. 
In the final analysis, the chief de- 
terminant to whether the 
fits the customer, 
he or she replies to the salesman’s 


“How 


shoe 


as 


or not is when 


standard question, does it 
feel on your foot?” 

If the 
tensive experience on the basis of 
“feel” that the 
enough and wide that it 
the gap 
and in general feels com- 

the foot, the custamer 
about much the 
salesman or fitter ordinarily does in 
fit. If the 


salesman 


customer decides by ex- 


shoe is long 
enough, 
doesn't slip at heel or at 
the sides, 
fortable on 


has done as as 
decision 
ised 


similar or 


arriving at a on 


tools by and 


fitting 
customer identical, 
the customer 
Where is the 


fitter? 


are 
others 
ot 


then and 
ask 
the 


Rapidly changing trends in shoe 


real necessity 


business are challenging the status 


atele 

in each 
other’s 
company 


so flerible, 


80 


quo of many of our practices. Self- 
itself is the 
“authority” fitting ser- 


service challenging 
of 


vices because the latter are doing 


age-old 


little to justify and promote their 


value and authority. 


in Essential Service 
If the 
in 


mounting wave of self- 


service shoe business is to be 


retarded or halted, then shoe fitting 
lifted to a truly 
and professional status so that the 


must be scientific 


public will recognize it as an essen- 
tial 


service, rather than only a 


semi-essential (and by some even 


a non-essential) service 

Unless a planned program is put 
to this 

fair that 


end, 
the 


sub 


into action achieve 


there is a chance in 


immediate years ahead a very 


17 


stantial share of shoe business will 


be on the supermarket 
particularly in the 
field the bulk 
ness is This 


results 


pattern, 
V olume price 


where of shoe busi- 


bring 
the 


done. could un- 


favorable upon entire 


could deliver a blow to 
of the 
generally lower 


of 


competitive 


industry. It 
the 


( ould 


industry; it 
the 

could 
wrangles 


prestige 
quality 
incite 


levels footwear; it 


price which 


\ 


. 80 light, 


resilient, 


you can roll it up 


. right in the palm 


of your hand. 


WEYENBERG =2083-1 


@ Bermuda tan moccasin-type oxford 


@ Stee! shank, leather covered 
innersole 


Vul-Cork Micro-Cell 
Cushion Neoprene Sole 


could dent profit margins 


retailers; it 


severely 
for manufacturers and 
do to 


A shoe store has always been re- 


could injury branded lines. 

garded as something set apart from, 
and a notch above, most other kinds 
of 


Ways 


Shoes have al- 


with 


retail businesses. 
profes- 
fitting, 


merchan- 


been associated 


sional-like 
and 


such 
than 
something a little 


services, 


as 
hence are more 


dise special in 
the field of consumer goods. This is 
the 
self- 


con- 


lost 


through 
of 


supermarket 


being seepage as 


concepts browse-and-buy, 


selling 


service, 


tinue to lure more and more cus- 


tomers. 
There is a definite place for self- 


The 


merchandise 


principal of exposed 
old 
in department 


service. 
and self-service is 


to shoe business, as 
But 
level, spreading in many 
gaining 
nd now it promises 


store basements. now it’s up on 


di- 


‘“‘re- 


street 
rections, and above all, 
spectability hi 
to move from something specialized 
from 


to something commonplace; 


limited volume to major volume. 


If this happens, it will be because 
the service-type stores lost the bat- 
tle, but 


inherent weakness 


forfeit. 


not by 


by negligent 


Vul-Cork if WEYENBERG 


SHOE MFG. CO. 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 
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closely ... 


you'll see just what 
your customers are looking for — 
Italian-inspired styling ... 
American 
cushioned-comfort ... 
volume pegged price 
at $8.95 


Catalog on request. 


FERRARIS 


America’s newest, fastest growing volume line. 


A division of Nashua Footwear Corp., 250 Canal St., Lawrence, Mass. 
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SALES TRAINING SERIES 





Selling the Customer 
Who Shops with a Friend 








The customer accompanied by a friend or relative presents special 


problems to the 


friend or 


HE ¢ 


relative is 


istomer who is accompanied by a 


becoming more common—especially 
since the advent of shopping centers 
Aftern 


yet into a car or on the bus to 


ons are a good time for groups of women to 


“see what's doing” down- 
or at the shopping center. Evenings and week- 


ends are family times for shopping. The chances are 


therefore very good that a customer will have a friend 
r spouse along 

Another the customer 
may be shy or what 
might select. She does not trust herself. She probably 
that friend's better than 


that the friend knows better what is the right kind of 


that 
have confidence in 


reason for the friend is 


may not she 


her taste is hers and 


feels 


The average individual is usually proud of what 
For this reason, she tries to minimize poten- 


shoe. 
she buys. 
tial mistakes. 

Shoe salespeople are well acquainted with the cus- 
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salesman but offers a chance 


for a double sale. 


by SEYMOUR HELFANTI 
Manager, Smaller Stores Division, N.R.M.A. 
tomer who asks the opinion of all the other shoppers 
in the store as to whether a pair of shoes looks well or 
if it fits. This 
thing as the one who takes a 
substituting the advice of the other people in the store. 


accomplishing the same 
with her. She is 


customer is 
friend 


Many customers will take the advice of the salesperson 
waiting on them, but the distrustful ones feel that they 
will get more objective advice from other customers. 

The customer accompanied by a friend can usually 
be easily swayed and the salesperson must know exactly 
what to do and what to say in making the presentation. 
You must that in most the customer 
brought the friend along for a specific purpose—to help 
in the selection of the “right” pair—and to offer her 
approval. 


cases 


realize 


(CONTINUED ON FOLLOWING PAGE 
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make a 
start 
You 
You should create 
a feeling of confidence and respect 
Your should 
friend 
you 


that vou 
from the 
professional. 


It is essential 
impression 
and 

should be cordial. 


good 
personal 


conversation 
and her 
what 


opening 
the 


that you 


make customer 


feel know are 
doing 

The preliminaries, such as the re- 
old their 


wear, measuring 


eXamina- 
the feet, 
accomplished in a 

This is the 
when you are making the impression 
You should real- 


whatever the customer does 


shoes, 


moval of 
tion for 
etc., should be 

professional way. time 
ir ability. 


e, the companion will. 


Be a Diplomat 
In presenting the shoes, remember 
talking to a 


rather than to a single person. 


that you are group 
You 
must not divide your attention un- 


You 


1 
well aS a 


must now be a diplo- 
Un- 


of the two 


eq ially 
mat as salesperson. 
divided attention to one 
You must 
know how to talk to either one with- 

it offending the other 
the friend 
your side. This is important because 


can antagonize the other 


always re- 


membering to keep 


on 


the companion is in an excellent po- 


sition to sway the decision of the 
customer. 

Both people must be part of the 
Show the shoes to the friend as 
All remarks 


must be made for the benefit of both. 


Win 
If the 


sale. 


well as to the customer. 


the Friend Over 
the 
with 


friend appears to be 
expert, should flatter 
the acknowledgement that 
good taste, knows fashion or under- 
This 
the friend over. Any technical points 


you her 


she has 


stands quality. helps to win 
should be directed to the expert with 
such comments as: 
“I’m sure you know leather 
feel this 


But never ask the friend her opin- 


just 
texture.” 


ion outright, upon presentation. This 
an encourage a negative reply and 
the After all, 
the customer is the one to make the 


antagonize customer. 


final decision. Anyhow, she will ask 
friend's and you will 
the enough If 
the reply is in your favor, follow up 
with that 
size the friend's comments 

It is 
with 


her opinion 


know results 


soon 
will empha- 


conversation 


to carry 
the friend 


wise on a conversa- 


tion while the cus- 


This 


and 


tomer is trying on the shoes 
helps to the 
strengthens your position. 


ease tension 
The con- 
versation should emphasize the good 
the and conclude 
loaded question that reem- 
phasizes the friend's helpful atti 


tude, such as, “Don't you think these 


qualities of shoes 


with a 


shoes are extremely fiattering to the 
foot?” A 
earshot of the 
helpful aid to the sale 


positive answer, within 


customer, is a most 


The Friend's Objections 
Now what do 
confronted with the situation of 
the liking the 
this the influence 
friend is absolute, you 
the 
who must now be convinced and sold 
You should 


tions make a 


you do when yo 
are 
shoes? [1 


of the 
must concen 


friend not 


case, if 
trate on friend. She is the one 
friend's objec 


effort 


The te hnig ie of 


learn the 


and determined 


to overcome them 


agreeing with objections and mini 


or even turning them 
} 


mizing them 
into good selling points—can be 
very successfully by a well trained 
salesperson 

Short, quick, definite facts should 
the friend 


should alse 


be directed to During 


this time, you direct 


The ONLY Rubber with 


Everything 


Your Customers Want! 


New 


TUF Fer-“totes” 


Wear! 


have everything! 


Fit! Easy On! Lightweight! And, they're priced 
to make your competition shudder. Made on en- 
tirely new lasts with a TOLGHER new kind of 
bottom that CAN'T RIP—they are guaranteed 
to give equal or better wear than molded rubbers 
twice as heavy ... fit better on more shoes and 


go on easier! 


@ SEVEN SIZES fit 314 to big 3. Red or Brown, 


ONLY $7.49 - SJ. 


99. 


RETAIL 


NEW DISPLAY BAK keeps 48 pair handy on 


selling floor . . 


. makes extra sales for you. Free 


with order for 48 pair or more. IN STOCK! Ask 
your “totes” wholesaler or Write: So-Lo Marx 
Rubber Co., Loveland 29, Ohio. 
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some remarks to the customer so as 
not to make her feel that she is be- 
ing ignored. 

Try to find out what the friend 
would suggest for the customer. In 
other words, cater to her whims. 
This is done only when the friend 
great deal of with 


has a influence 


the customer 


Don't Give Up 

If you cannot make headway in 
way, should then concen- 
all efforts on the 
It is possible that you may 


this you 


trate your cus- 
tomer. 
present a pair of shoes that will meet 
the the 
and help her make a positive deci- 
sion in spite of the friend. The fact 


that get nowhere with the 


requirements of customer 


you can 


When a family shops togethe: 
such as husband and wife, remember 
that the one who is not making the 
purchase must be completely pleased 
with the shoes being tried on. It is 
not enough to just please the cus- 
tomer. After all, women buy cloth- 
ing to please their husbands and vice 
versa. Therefore, if you must please 
anybody, it must be the accompany- 
Of there 
times when the husband or wife will 
say, “Buy 


ing’ person. course, are 


what you want; you're 


wearing them,” and be disinterested 
Then direct your sales presentation 
If the hus- 
that the 
trying them on, 
that the 
If the companion says 


to the actual customer. 
wife shoes 
the 


Wise to 


band or 
not fit 
it 1s 


insists 
do one 
never argue 


size is right. 


tances. 

When the sale is completed satis- 
start a new 
sales pitch with the friend. By this 
time, if the friend has been sold on 


factorily, it is wise to 


the original sale, the ice has already 
been broken. It 
suggest 


is easy for a sales- 
this additional 
pair. The friend is probably already 


person to 


in a shoe buying mood 
Soft Sell 


“ask” if 
like to see a 


But the friend 


would 


never 
Instead, 

should 

friend 
that 
received and 
them on. Use a soft 
do make 


palr. 
you 
the 


pairs 


from previous remarks, 
what 


few 


have an idea of 
Bring out a 
think 


to try 


likes. 


will be well 


you 


ask sell 


in this case and not your 


+ 


friend does not definitely mean that desire to sell the additional pair too 
With the friend in a buy- 


ing mood, and if the shoes are what 


that the shoes are too large, try a 
pair, suggest 
ing where they might feel tight. If 


the cus or , ny ¢ we , 
he customer won't buy oe ne In shorter or narrower eDV1OUS. 


fact, customers who rely on the ad- 
vice of expert friends 
unshackled 


influence of 


have fre- 
she wants, the chances are very good 


tnat 


they are actually too short or too 


quently themselves from 
the 


made 


make up her mind af- 
If there is 


pair of 


she will 


narrow, the one trying them on will 
an 


their 
vive 


these friends 
say so immediately, thereby squelch- firmatively. any remote 


If the 
is made that the shoe is too tight, 


favorable decisions 
Therefore 


ip trying to influence the customer, 


on 


r > ar , “1 28 need for a new shoes, or if 
own you must not ing the argument. iggestion eed for a n 


she expects to make a shopping trip 
herself in the future, 
on shoes that are both flat- 


try on a larger size, suggesting how by near and 
if this is so u 
tering and comfortable, the chances 


that the 


in spite of the friend’s reluctance 
But 
sential to keep in the good graces 


of the friend 


they too much, try 


The 


very helpful ally under these circum- are 


Now They Want Pure 


2 
Te 
\ 


y | / / 


\\ \ \ i} / 


remember that it is always es- crease 


one trying them on can be a 


sale can be completed 


All new lasts 
for the new slimmer shoes 
and sharp heels. 


$9.99 


RETAIL 


Two new styles! Completely re-designed for 
women who now prefer the soft “feel” and 
luxury look of pure rubber. Light! Stretchy! 
Easy to put on. Jeweled button fastener. 


@ STYLE #101 Fits every low heel shoe in your 
stock from the slimmest skimmer to bulky 
oxfords. Self-adjusting foxing does it! Re- 
placeable insole protects against sharpest 
heels. (Not recommended for spike heels) 


@ STYLE #105 Fits all shoes with heels 12/8 
to 16/8 from mid-spikes and spools to walk- 
ing cubans. Has SPIKE-PROOF heel cup. 


Color: 
$1.79 pr. 


ONLY 3 SIZES: Small, Med., Lge. 
Satin Black. Store’s cost 


¥ Spike-proof heel 


IN STOCK! Ask your “totes” wholesaler or 
So-Lo Marx Rubber Co., Loveland 29, Ohio. 


August |, 1960 





at once. 

There are times the 
will not want to give you a chance 
You can 
brand 


when friend 
to try on a pair of shoes. 
point out that 
new and that you are really not try- 


the shoes are 
ing to sell them but would only like 
to use the friend as a model to see 
look like. Potential cus- 
tomers are usually flattered by this 
and, in cases, you 
given a chance to try the 

If they look good and feel 
bus 


what they 


suggestion most 


will be 
shoes on 
dd, the usually 


friend will 


This suggestion selling will not 
always work. However, a great man\ 
additional sales can be made if the 
situation is handled properly. It is 
better to make the attempt to sel! 
and have only a small percentage of 


than 


with 


success not try at all and be 


atisfied only a one pair sale 
Leather Footwear Sets 
World Production Record 
CONTINUED FROM PAGE 39 
Italy have 
during the 


from 
increases 


An important share 


all aware, exports 


shown marked 


ast few years. 


NATIONALLY 
ADVERTISED 


IN TRUE 
ESQUIRE 


of these Italian exports went to the 
United States. Western 
now than pre-war 
Germany, and has a much larger ex- 
port trade than it had. 


Germany 


produces more 


Q—How 


Asia? 


about developments in 

A—The progress made in India is 
well worth noting. India is earnestly 
seeking new world markets 
Surveys are being 


for its 
leather footwear. 
made, according to my information, 
of leading shoe markets. I expect to 


see much greater international ac- 
tivity in footwear by Indian manu- 
the future than 
has been displayed in the past. 
Another 


formation 


facturers in near 
important piece of in- 
is the fact that 
still making sizeable gains in 
put of leather footwear, despite the 


Japan is 
out- 


tremendous gains made in output of 
Pro 
duction of plastic shoes in Japan has 
increased to marked 
during the past four years that sub- 


“chemical” and plastic shoes 


such a degree 


stantial exports are now being made 
to leading world markets. Shoe pro- 


ducers in those countries are now 


complaining loudly of this new com- 
petition. 


Esquire to Stress Television 

NEW YORK 
Products will accelerate its television 
advertising in the fall as part of an 
budget The 


series, 


Esquire Shoe Care 


enlarged promotional 
firm will sponsor a dramatic 
“The Witness,” on CBS-TV at 7:30 
p.m. EDT Thursdays, starting 
September Esquire will 
sponsor “Face the Nation,” 
show, starting November 14 at 10:30 
EST over CBS-TV 


on 
29 also 


a panel 
p.m 


Ripon Starts Dealer Organ 
THE first issue of “Funtime Foot- 
a four-page, quarterly 
for 
published in newspaper 
Ripon Knitting Works, 


producer 


wear Flyer,” 
has been 

format by 
Ripon, Wis., 
casual Robert 
Rashid, sales manager of Ripon, said 
17,000 copies 


house organ dealers, 


footwear 


the company has sent 
to retailers and salesmen 
Included in the first 


Ripon 


issue are 


stories on new products, a 


rundown on “best sellers” in various 
parts of the country, tested promo 
tion ideas, and tips on display and 
advertising The 


supplement the firm's 


public ation will 
isual produ t 


catalogs 


ww Lightest! 


4-0Z SANDAL a: 7 


Tough new So-Lo Prene bottoms wear with the 


heaviest. Stretchy 


pure um rubber makes 


“totes” the easiest of all to put on. 


@ PERFECT FIT EVERY TIME! “Cleated™ sole 


expands to fit 5 shoe sizes .. 


@ EASY TO STOCK! 


all styles. 


Only 3 sizes—black only. 


Small , Medium .Large fit 6 to 13. 


@ NEW DISPLAY BAR keeps stock handy 
makes extra sales for you. Free with order 
for 36-pairs or more. 


Ask 


your 


totes 


wholesaler or write So-Lo 


Marx Rubber Company, Loveland 29, Ohio. 
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Styles the Teens Prefer 


WHEN it comes to shoe styles, the teenage girls in 
the Boston area are knowledgeable and very discrimi- 
nating. They are also ultra-conservative in their color 
selections. 

The conclusions were drawn by Polly Drew, fashion 
director, Beggs & Cobb, Inc., after a shoe and leather 


contest at the Jordan Marsh Company, Boston 


Favor the Loafer 


For school wear, the girls were strongly in favor of 
the loafer 
The girls expressed a preference for neat, simple flats 


that 


Saddle or oxford ties were not mentioned 


“look well with both socks and nylons and can be 
worn with tights.” 


One comment: “I wish there were a leather shoe 


similar to a sneaker, in a soft leather, which would go 
with shorts and Bermudas.” The comment was related 


in part to the costume but more to the desire, often 
expressed, t« 
For st 


shoes: for 


underplay the size of the foot. 
idy at home the girls wanted soft slipper-like 
casual they wanted sandals, 


for 


girls considered squash heels “terrific.” 


summet! wear 


primarily white, and record hops and afternoon 


events the 


Want Novel Heels 


There was unusual interest 


in novel heels combining 
several The the 
focal point of the style, leaving the body of the shoe un- 


colors and decorative effects heel is 


NATIONALLY 
ADVERTISED 
TO MEN 


Field & Streom 
Outdoor Life 
Sports Afieid 
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Five girls were named winners of the Jordan Marsh Com- 

pany Shoe & Leather Contest directed by Beggs & Cobb, 

Inc. Left to right: Pamela Thompson; Loree Nazzaro; Mary 

Claire Tole; Polly Drew, fashion director, Beggs & Cobb, 
Inc.; Barbara Camelio and Carol O'Regan. 


adorned, thus diminishing the size. Open toes and sling 
pumps were considered too old but the girls want more 
stacked heels. The spike or the 
teenage girl’s dancing shoe. 
felt the foot look 
Bone is considered basic and has the equivalent 
black, white for summer flats 
The one color over and above the basics that 


high-heeled pump is 


The girls loud colors make too 


clumsy. 
of 


casuals. 


value red or and 
was most mentioned was neutral green. 

In leathers, the girls wanted soft leathers, smooth 
leathers for slightly grained leathers for 


sports and also the jeweled shiny look of pearlized or 


summer, 


lustre finishes. 


Only 9-02! 


MEN’S 12’ BOOT 54-95 


MIRACLE NEW So-Lo-Prene bottoms give long 


rugged wear. Stretchy pure gum rubber makes 


them easiest to put on. Fold pocket-small for 


convenient “toting”. Perfect for town and 


country wear... for boating, fishing, farm and 


industrial use. 


@ EASY TO STOCK! “Cleated” 
e-x-p-a-n-d-s to fit dress or work 


sole design 


shoes. 


@ 4 SIZES fit all men’s shoes— 6to13 Black. 


@ \VEW DISPLAY BAR keeps stock handy .. . 
makes extra sales for you. Free with order 
for 36-pairs or more. 


wholesaler or 


IN STOCK! 
So-Lo 


Ask your “totes” 
Marx Rubber Co., Loveland 29, Ohio. 








your customers 
the jury— 








and together you'll find 


@ of ideas QUALITY 

@ of BEST FIT 

@ of LONGEST WEAR 

@ of ALL the SOLID VALUES 
found in every pair 


of FOOT-TRAITS 


Black Smooth base with red insert, grey and 
red patches 
Style 847 Sizes 81/2-3 BE 
Style G847 Sizes 41/29 AA, 312-9 AC 
Style 0847 (with special features) 

Sizes 82-3 B-E 
Style GO847 (with special features) 

Sizes 412-9 AA, 312-9 AC 


Grey smooth base with black insert, red and 


black patches WwW. L. KREIDER’S SONS, Inc. 
Style 1047 Sizes 81/2-3 B-E PALMYRA, PA. 


Style GI047 Sizes 412-9 AA, 312-9 AC 
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York, Pa., Retailer Expands 


R.S. Murdough Shoe Co. joins two salesrooms in modernization, expansion. 


HE complete remodeling and expansion of the 
R. S. Murdough Shoe Company store at York, Pa., 
represents over 20 years of hard work and suc- 
cessful merchandising in an independent outlet 
Owner-manager R. S. Murdough took over the store 
located in the Charles H. Bear department store—in 
1936. His policies were directed toward introducing new 
styles as they were about to become popular, and to 
building a repeat clientele. 
Fifteen foot 


a wall to join 


entrance ways have been cut through 


each providing 2700 square 
feet of floor space. The entrance ways 
a short 


two rooms, 


each requiring 
with gold painted 
ironwork which is also a setting for interior 


stairway—are beautified 

wrought 

displays 
The 


plastic 


store is lit by fluorescent tubes concealed by 


The re- 
a soft light that almost eliminates shadows. 
The floors 


are roomy 


panels suspended on three foot centers 


} 
lt 
suit is 


are viny! plastic. The plastic-covered chairs 
and well made. M1 
six miles from Y« 


Murdough bought them 


rk at Red Lion, Pa.. after a prolonged 





search in Philadelphia and New York City failed to 
uncover furniture he liked. The decor of the remodeled 
store was created by Mr. Murdough himself. 

With the expansion, Mr. Murdough placed his sales 
force on a new pay basis. Each clerk is assigned a quota 
with draw and commission based on the percentage of 
increase. 

Performance is reviewed every three months. The 
clerk receives 25 cents for selling a second pair and 50 
cents for each pair sold thereafter. 

Mr. Murdough attributes much of his success to the 
loyalty and hard work of his salespeople. Most have long 
tenure, ranging from 12 to 23 years. Three new clerks 
have been added recently. The total force is fourteen. 

Clearances are held twice a year in January and June 
but Mr. Murdough plans to change to July for summer 
clearances. He feels early summer clearances are chop- 
ping off the white season. 

Mr. Murdough advertising. He annually 
invests four per cent of total income in TV spots and 
newspapel 


believes in 


ads 


. lh 


Fifteen foot entrances make unit of two rooms of remodeled store. 
panels give shadowless illumination. Rooms are joined by short stairways with gilded ironwork decoration. 


1960 


Fluorescent tubes behind plastic 





? + 
YOU CAN DEPEND ON Gothen mw? ATHLETIC. FOOTWEAR Reversing a Trend 


[3 


By DOM ANTONELLI 
THE TREND was reversed by a Hazleton, Pa., shoe 


retailer who moved from the suburbs to a downtown 
shopping area, Joseph's Shoes, located for 11 vears 
in the Diamond Addition of Hazleton, opened up 

the heart of the city because business was too good 


for the suburban center. 


Designe " di 
the ashion minded 


ot a pop vlar price 


top grade 
Gluvtan 
uppers 


stcel 
shank 
Support 


nailess 
hecls ae 
When Joseph Joseph moved his shoe store from a neighbor- 
b hood shopping crea to downtown Hazleton, he decided that 

wae~ the store should offer saion-style selling. The walls are unen- 
white cumbered by stock and the expanse of selling floor is broken 
bleck only by two small island displays. 


red The owner, Joseph Joseph, 
pansion of his trading area made 
him to get near the hub of the ma 
lines. Mr. Joseph also found that downt 
clastic side loce was undergoing a revitalization be 


lot construction and a merchan 
Hug-tite ' and-shop program. 

fit and 
comfort Features Salon Decor 

; The new shop features salon-type de 


1,100-square-foot 


expands F j stock is stored in a 
ond Y = the walls and floor of the selling area 
contracts bered by shelves, stacks and ladders 

on F Only two small island displays are 
j ‘ feet of 


1,000 square selling floor. The 
approach 


roomy and feels roomy. The tan and 
; forthe, 


tile floor is borderless in order to 


impression of spaciousness. 


/ The only rugs in the store are throw rus 
CGsud of the modernistic settees and chairs use: 
Send for front lece At one corner of the store there is also a 1 
new foll/ form for fitting children. The platforn 
cotalog parents an eye-level view of the fitting proce 
Mr. Joseph, a graduate of Dr. Scholl's school fo 
fitting children’s shoes, a former Army chiropodist 
in World War II and a shoe retailer with 19 years’ 


experience, has built his trade around specialized 


GOTHAM ) 510) 3 MFG. CO)... Inc. fitting for children and the filling of orthopedic pre- 


BINGHAMTON. N.Y scriptions. Traffic from these specialties has made 


the merchandising of family styles equally important 
to the store. 
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Profile: Jerome 
and Stephen Altschul 


(CONTINUED FROM PAGE 34 


It was also the beginning of a prog- 
ressive movement toward expansion 

slow but steady. Factory loca- 
tions were changed four times in the 
next twenty-two Finally, in 
1922, they acquired their own build- 


117 Grattan Street, which is 


years 


ing at 
their present location. They occupied 
only a small portion of the building 
at the bit 
more each time a tenant moved out. 
Eventually, they will occupy the en- 
tire building. Their’s is the oldest 
shoe manufacturing company in that 


beginning, expanding a 


area that has operated continuously 
and successfully under the sole man 
agement of the original family for 
more than sixty years 

Altschul was active in the 
business up to his &8&th_ birthday 
Then he slowed down to two or three 
days a week at the plant. When he 


27, 1953, he was 


Julius 


died on February 
just two months shy of ninety years 
of age. He had lived a full, useful, 
colorful life. In the industry, he left 
him a for 
shoemaking, fine quality shoes 
dependable service. He had 
He could perform all of 


behind good 


reputation 
and 
been a 
craftsman 
within 


shoemaking operations 


He was also an expert on 


the 
the plant 
excellent salesman 


leather and an 


The Heritage 

To his sons, Jerome and Stephen, 
he left the heritage of these attri- 
butes 

Jerome is in charge of the factory, 
purchasing of leather and supplies, 
and administrative duties. Steve is 
responsible for sales, styling, produc- 
tion. This not nepotism, by a 
long shot. Each of them has devoted 
forty years to the business. 


was 


about 
Jerome was sixteen years old when 


ROCHESTER = CALL 
ATKINS BROTHERS 


rOR FAST IN-STOCK SERVICE 


IN 


280 Lyell Ave. CL 4-2494 
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he started to work in the factory. 
His father just handed him the key 
and said: “Now you can open up the 
place.” And he did .. . at 6:45 each 
morning. the 
twelve hours later. He spent his time 
in the cutting room, shipping room 
and the various other departments. 
An anecdote that 
classic points up the personnel prob- 
lem of the times. They employed a 
shipping clerk, who 


Reversed procedure 


has become a 


new assistant 
claimed he had previous shoe expe- 
customer tele- 


of 


rience. One day, a 


phoned for a pair Size 8; and 


when Jerome called down to the ship- 
ping department to fill the 
this new clerk looked about 
ported: “I haven’t got an eight but 
i can give you two fours.” 

For Steve, who came into the busi- 
ness three after 
started, the same opportunities and 
He worked in every 


familiarize 


order, 


and re- 


years Jerome 
coors opened. 
department to 
with the technical 
of 


became 


himself 
and fundamental 

manufacturing. 
sufficiently 


problems shoe 
When 


ent 


profi- 


he 


in these phases, he went out 


(CONTINUED ON PAGE 59 


PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 
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IN STOCK 
B49 Boys’ Black Elk 


Correct fitting with properly designed shoes 
can help develop straight and sturdy legs. Alden- 
Pedic shoes are scientifically designed to accommo- 
date any prescribed corrections. For normal or 
problem feet Alden-Pedic boy's shoes are America's 
finest. Learn about our Foot-Balance® program today. 


Nig, 
ZN Aan\ebne 


ALANCE 


THE KEY TOF 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Custom Boolmakers Since 1884 
BROCKTON. MASSACHUSETTS 





Quick Photos Speed 
Buying for Shoe Wholesaler 


Photographs taken at shoe shows simplify the whole process of evalu- 


ating styles. The method also saves money in illustrating catalogues. 


Prior to 1956, buyers for D. My- 
ers & Sons relied upon notes and 
their memories to record the latest 
styles in women’s footwear. Visit 
ing as many as 40 or 50 manufactur 
ers during a show, they had 
mountain of notes to translate, co1 
relate and evaluate,” according to 
Leon M. Katz, assistant buyer 

“It's difficult to recall all the styles 
and patterns we see during our vis 
its,” Katz said, “and we've often 
found it necessary to return to some 
of the displays to refresh our memo 
ries on certain details 

“This takes a lot of time, and it’ 
not a foolproof system because our 
notes aren't all-inclusive and it’s very 
hard to remember what several hun 
dred shoe stvles look like even the 
second or third time around,” he 

said 

At one of the major shows held 

f 1956, Katz and his 

D. Myers & Sons photographed more than 250 styles in one week for associates saw a manufacturer using 


their Golden Anniversary catalogue. Cost per illustration dropped from 
$2.00 to less than 10 cents. 


CONTINUED ON PAGE 58 
UYERS at D. Myers & Sons, 
Inc., of Baltimore, Md., are 
using more than 400 on-the- 

spot photos a year to speed up their 

buying and make purchasing deci- 

sions easier and more accurate. 

Whenever the buyers attend the 
major shoe shows, they carry Po- 
laroid Land Cameras—the cameras 
that produce a finished picture in 
yne minute—and photograph every 
shoe style they find interesting. 

At the end of each convention 
day, the buyers have a full set of 
photos illustrating the notes they 
have taken. And, because the pic- 
tures show clearly the details of 
each shoe style, the buyers can make 
accurate decisions without worrying 
if “that’s exactly the style we had 
in mind” or taking the time to re- 
visit manufacturers’ displays to re- 


fresh their memories One of the prints actually used to illustrate the Anniversary catalogue. 


Similar photos are taken at the major shoe shows. 
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A GIANT STEP 
INTO 
HIGHER PROFITS 


Crown 
FOAM cote 


FOAM-ON-FABRIC Pe 1 


w 


Crown FOAMcote lets you pay less, make 
more and maintain your usual high quality 
standards. Jt costs less than any material 
with comparable compression! Use it 

for sock linings, vamp lining and cushion 
insole combinations, tongue liners 

and bottom fillers. 


FOAMGCote takes a real beating without 
breaking down. 

FOAMGOte is coo! . . . it’s porous, 

it breathes. 

FOAMCGCote is lightweight .. . lighter 
than any other conventional 

cushioning material. 

FOAMCGote is available on any fabric, 
including your own special fabric. 





Crown 
FOAMcote 
is the answer 


With FOAMcote you make a 

better product while actually cutting 
your cost and increasing your 
profit. Send your order and your 
deadline . . . Crown fills both. 


“— 
| «A 


} 
| 


ae 
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(ce Pe 
\ a \ >/ RUBBER COMPANY, Fremont, Ohio 


Make your choice easier 
—write today for this 
handy sample chart. 





Quick Photos Speed 
Buying for Wholesaler 
(CONTINUED FROM PAGE 56) 


a Polaroid Land Camera to furnish 
visitors—including the buyers from 
D. Myers & Sons—with photos of 
those shoes in which the visitors ex- 
pressed an interest. 

“We were amazed at how clearly 
the pictures showed the details of 
each style,” Katz said, “and decided 
we could use a Polaroid Camera of 
our own to photograph shoes at 
every show we attended.” 

The firm purchased a Speedliner 
Model Land Camera and the buyers 
started using it at the next show. 


y—~ (totes) 


IN STOCK! 
BECKER LEATHER CO. 


1130 Boissevain Ave., Norfolk 7, Va. 
Telephone: MAdison 5-3074 


Now, as they visit each exhibit, they 
group three or four shoes of differ- 
ent styles together and photograph 
them. A minute later, they have a 
sharp picture showing every detail 
of the various patterns. 

“By getting each picture even be- 
fore we leave a manufacturer's ex- 
hibit, we know if it every- 
thing we want it to. If not, we can 
take it over again right 
Katz said. 


shows 


away,” 


Ends Notetaking 

He added that 
have to take extensive notes, as they 
did in the the pic- 
tures enable us to see what we were 
trying to describe verbally before. 
We simply make a few notations on 


the buyers don't 


past, “because 


each style, and we can jot a code 
number on the back of the prints to 
key them into our notes,” he said. 
“The quick-photo technique works 
and the results are 
ifying—that a year after we started 
using the Polaroid 
bought a second one,”’ 
When the firm’s 
started using 
years ago, they equipped their Po- 


so well SO grat 
Camera we 
Katz said. 

first 


photography fou 


buyers 


laroid Cameras with flashguns and 


FIRST FOR QUALITY— 
fit— style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys—with sturdy construction that means steady 


repeat business. Brooks shoes consistently give 
you EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 1-3; 
342-7; 7%-9; with widths A through 


The 
IROQUOIS 


+7718 — NEW, 

dressy black plain toe casual, 

with smart instep strap, Ritz lost. 

Also in tan grain leather with B & B 
highlight, as #7710. Both have new non- 
slip heel — a Brooks exclusive! IN-STOCK, B, 
C, D, 3 to 7, to retail very profitably at $7.95. 


E, to retail PROFITABLY at $6.95 
to $8.95. 


THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO 


“World's largest independent manufacturer of boys’ welt shoes” 


snap-on diffusers to cut down the 
glare of light from the flashbulbs. 
They estimated the cost of each 
including 
$150 for 


pictures they 


print at about 37 cents, 
flashbulbs 
the more than 


take annually. 


approximately 
1O0 
Recently, however, the buyers 
started using Polaroid’s more 
tive high-speed film, enabling them 
to take their pictures without flash 
a factor which has cut their 
one-third, 


sensi- 


bulbs 


costs Dy 


photographic 
less 


bringing their expenses down to 
$110 pe! veal for 


than their 400 


pictures 
get 
h softer high- 


“By not using flashbulbs, we 
pictures that have mu 
extreme 
Katz said. “The 


re pleasing and natu 


lights and shadows with 


clarity and detail, 
pictures are mo 
ral looking and give much true 
representation of the sh 
But purchasing 
where D. Myers 
tography as a 


ing tool 


I 7d 


Catalogu 
“Because the quaiit if the Pe 
laroid phot Ss 20 good, we decided 


to use them in place of line draw 


ings to illust | Golden 
Anniversary 
ter,” Katz 
“As a res 
duce the cat 
less cost 
previousiy 
For this t-mail 
ommemorating 


specia piece 
50th an 
niversary as a won whole 
sale distributor 
photographed n 
winter shoe styles two o1 
three different styles in each 
The 


scissors to 


photo 


pictures were trimmed with 


separate the different 


and stvles shown in each 


patterns 


and the 


photo, 


IN CHICAGO 
A. J. BERGREN CO. 


FAST IN-STOCK SERVICE 


Vow 
r—~( totes 


945 W. Washington Bivd. SE 3.3601 


CALL 


FOR 
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were used to prepare paste-ups of 
the catalog pages for offset repro- 
duction by a printer. 

“The Polaroid Camera is so fast 
and simple to use, we were able to 
complete all the photographic work 
for our Golden Anniversary Catalog 
in only one week—less than half the 
time it used to take to get finished 
line drawings from an art agency,” 
Katz said. 

‘Also, the line drawings cost us 
$2.00 each, but the Polaroid pictures 
he said. “By 
together, we 

illustrations 


on 


cost us 27 cents,” 
the 
about 


only 
grouping 
averaged 


shoes 
three 
our 


actual cost-per- 


10 cents. 


per 
illustration 


ORDER BY MAIL! 


print, 80 
than 


Was less 


THE BOS LEATHER CO. 


21.31 Ottawa W.W., Grand Rapids, Mich. 


DURABLE and SMART 


furniture 


Profile: Jerome 


and Stephen Altschul 


(CONTINUED FROM PAGE 55 


the road, part time, to sell 
product. He traveled the east and 
midwest, as far as Kansas City. The 
only time away from the job was the 
four years, 1941-1945, that he spent 
in the U. S. Navy, 
Chief Petty Officer. 

In 1940, they acquired the 
Ennis Company, had 
manufacturing a similar type of 
children’s footwear in Brooklyn for 
Then, in °52, they broad- 
the even more with the 
purchase of the W. O. Minor Com- 
pany of Atlanta, Georgia. All opera- 
tions were consolidated at the 


Brooklyn plant. 


on the 


where he was a 
John 


which been 


70 years. 


ened line 


The Biggest Challenge 

Now, back to 1960 and the 
lems facing shoe manufacturers to- 
Both Jerome and Steve 
“keeping abreast of the 


prob- 


believe 
fast- 


con- 


day 
that 
changing trends in 
struction, particularly in the 


style and 


juvenile 


end of the business; being aware of 


the technological advances and ap- 
advan- 


plying those that are most 


e -- 


year sin 





seasc 


A 


Wide assortment of chairs and tables, See your dealer — 
distributor's 


or write us for our 
AMERICAN CHA 


August |, 


ai x, 
ae " 


Your Beit Bat hor 


as it has been for every 


ce 1922 


Best fit of all because made over 
ed lasts—one of which is approprico 


NO MARKDOWNS, NO LEFTOVERS 
UST STEADY TURN-OVER AND REPEAT CUSTOMERS 


ver black Caravan kid. Six 
Tassel end laces 


MILLER SHOE COMPANY 


Founded by Albert E. Klinkicht 


tageous to your operation this 
is the biggest challenge. Technologi- 
cal changes generally mean new and 
costly machines; but in the final an- 
if they give you a better 
quality product, it is all worthwhile. 

“The industry, as a whole, has 
tremendous advances during 
the forty years. When 
started at the factory, there 
two widths .. 
row. As fitting became more precise 
and there was more enlightenment 
more 
more 


alysis, 


made 
past we 
were 
wide and 


only nar- 


about feet and their problems, 
added to make 
to fit more feet. 


widths were 
shoes available, 

“In the children’s field, more 
other the merchant has 
greatest fit- 
You can fit a shoe perfectly at 
point, only have the 
tion of the foot in the shoe change, 
to growth, within a 
requiring something entirely 
different. So the development of 
children’s and employs 
different techniques from those 
take 


than 
in any 
the 

ting. 
every 


area, 
responsibility for 
posi- 
due matter of 
weeks, 
lasts shoes 
used 
for adults’ shoes, to care of 
these natural changes. 
“Every children’s shoe 
turer has been making shoes for ac- 
‘CONTINUED ON FOLLOWING PAGE 


manu fac- 


when we started 


os W0s] “in, 


set Tat 
ane OR ar 


te for 
customer's individual foot! 


HARMONY LAST 


4109—The DENVER Tie 
14/8 Wood Kantscuff Heel 
eyelet tie 
inside counter 
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tive feet. Every children’s shoe man- 
ufacturer tried, with varying 
degrees of success, to design lasts 
that would do this. As for us, we 
have always designed our own wood 
We have never accepted nor bought 
lasts that any other shoe manufac- 
turer has. A large part of our output 
goes with extra support 
built in, which has required excep- 
tionally fine fitting, true fitting lasts 
We carry about fifty styles in stock, 
in the full size runs from Babies’ 2', 
B-EEE, to Growing Girls’ 31'2-10 
AAA-EE. The bulk of our produc- 


tion is shipped to representative in- 


has 


into shoes 


dependent shoe retailers across the 
United States. They buy them with 
their name imprinted on the 
sock lining of one shoe and ‘NA- 
TURE’S OWN’ (Altschul’s Contour 
in the other 


own 


Last brand 


No Secrets 

“In this field, there are no secrets 
There is nothing that 

ind out for yourself by sitting at a 


you cannot 
f 

fitting stool. We spend a good dea! 
of time in direct research and obser- 
vation of our shoes. We take the new 
patterns, made over new lasts, to a 
Then the chil- 
dren in the neighborhood wear-test 
and fit-test them. We are always on 
hand to make the necessary correc- 
and continue the 
intil we feel the product is up to our 


few stores. we have 


tions; wear-test 
standards.” 

Both Jerome and Steve have 
ticipated in the children’s shoe ac- 
tivities of the National Shoe Manu- 
Association. They have 
served on the Technical Committee 
of the Factory Management Confer- 
ence and the Marketing Committee. 
Steve has lectured at Temple Uni- 
versity’s Shoe Clinic and has often 
addressed sales personnel in retail 


par- 


facturers 


shoe stores across the country, ac- 


quainting them with the facts 


ORDER BY MAIL! 


CAPITOL SHOE FINDINGS CO. 


152 Lincoln St., Boston 11, Mass. 


about the various types of children’s 
shoes. 

It can’t be all work and no play. 
So... Jerome, who loves the water, 
31-foot 
He 
can, week-ends and vacations, cruis 
ing and fishing in the local waters 
He has also taken it to the Canadian 
border, Lake around 
Newport, R. I. 

Steve's hobbies are golf and travel 

What plans for the future? More 
of the same! Jerome and Steve in 


owns a twin screw cabin 


cruiser. uses it as often as he 


Champlain, 


tend to carry on in the tradition es- 


may sell the 


of children’s 


tublished by their father, making a 
quality 


maintain the fine relationships with 


product and continuing to 


their employees, suppliers and re- 


tailers 


* Eichten Shoes in New Ulm, Minn., 


exchanged quarters recently with 
the Fred Meine Clothing Company 
} 


The shoe firm took over the larger 


space oct upied by the ( lothing firm 
needed additional 


turn 


found it 
The clothing store in 


when it 
space 
its merchandise and 


had restricted 


required a smaller space 


1** pair 


shoes-— 


but it takes 


uality 


and your own private 


brand name to bring 


customers back... 


ana back again 


Write for Catalog 


SHOE COMPANY 
EPHRATA 
PENNA. 


ee ae eee 


New York City, Marbridge Building, Room 635 
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MISSING SOMETHING 
too, Mr. ... 


... if you're not featuring 


Genuine, spring-action 


Look at it this WAY: 
MILLIONS are being sold on RIPPLE™ Sole by top national magazines 


(Many plan to buy “SOME DAY’’!) 


MILLIONS more ore sold by their friends who wear and swear by 
RIPPLE® Soles. (Many of these are “SOME DAY" customers, too!) 


Shoe style by 


WHY NOT PIN-POINT ALL THAT ‘SOME DAY" BUSINESS? GERBERICH- PAYNE 


Smart local promotion on a single RIPPLE® Sole style netted one shoe manufacturer over a million dollars 
wholesale in 12 months. Don't miss out! Plan your tie-in ads regularly! Display RIPPLE® Sole prominently 
in windows, in stores . . . and get your share of this whopping PRE-SOLD market! 


FREE! Mats! Displays! Radio Spots, etc.! 
Send for your folder... TODAY! 


*TM Ripple Sole Corp 
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The 


World 
of Shoes 
from Which 


to Choose 


Come to the KATR! See New 
Selling Futures for retailers 


In Chic = the world's largest shoe show e ~ shoe mer- 
chants to shoes in more styles 

secure more me ice ndising a ia elling i Pe an ae 
where else “Ee _ nd your opportunity for gre vache sales by 
atte ndin ng the oming 


a mm 
SHOE FAIR 


October 23-26 








IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


® Wellingtons ® Halfboots ®@ Rubber work-boots 
® Galoshes (for women and children) 
® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 
® Ballerina sandals for women and children 


Write for Full Information and Samples 
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Boston Stocks Black, Browns 


BOSTON — Most larger Boston 
shoe stores have received 25-35 per 
cent of the shoes they expect to sell 
this fall. Store stocks will be at 
their peaks not later than August 
15. 

Included in shoes will 
black smooth leathers, largely pol- 
ished calf; a little less black suede 
than last deep browns in 
both suede and smooth; some taupe, 
navy and even lighter 
black silk for formal wear. 


dress be 


year; 


blues and 


New Beige Expected—In casuals, 
there are expected to be offerings 
of a new beige with gray cast and 
green in addition to the 
staple colors which have been sell- 
ing since last spring. 

Closed-toe pumps will be heavily 
depended on for volume, with ties 
in second place. Stacked heels will 
be seen on street and walking shoes. 
In dressier types, however, there is 
no sign that the spike heel has lost 
any of its appeal. 


a new 


Chicago Retailers Spot Brown 


CHICAGO—Women’s shoe retail- 
decided trend toward 


ers report a 
darker brown shades but black is 
still a 3-to-1 favorite in shoes sell- 
ing under $11. 

The demand for darker 
shades equals the demand for black 
in shoes selling for $18.95 up. 


brown 


Like Smooth Calf—When picking 
materials, women are leaning more 
to smooth calf for dress lines which 
is a reversal from last year when 
suedes were in high demand. 

The narrow heel demand shows 
no signs of abating; women are 
buying shoes with 23/8 heels in 
the high fashion lines. Triple-nee- 
dle toes, too, are on the upgrade. 
Preferences are shown, however, 
for shoes whose plainness is offset 
with bows or ornaments. 


Cordovan Demand Rises—A _ re- 
surgence in demand for cordovans 
among young college and business 
men is one bright aspect of the 
men’s shoe business. One store re- 


64 


Plan Early Promotions—FEarlier 
than usual fall openings have been 
planned by several stores. These 
promotions may not be as spectacu- 
the 


new 


lar as they will be in case of 
department but 


will t least in 


stores shoes 
windows 


the 


be shown a 
and interior 
latter part of August. 

Back to school and college buying 
is expected to be heavier than last 


displays during 


year and should account for much 
of the anticipated increase in fall 
figures. 

Many of the smaller stores, par- 
ticularly those in neighborhood lo 
cations, did not place their initial 
fall 
the downtown stores. 
few had taken delivery of their new 


orders until much later than 


Consequently 
? 


merchandise during late July. Their 


color selections, however, were 
much the same. 

City-wide and even in the 
that 


uniformly suc- 


sub- 


urbs, stores reported July 
clearances had been 


cessful. 


Trend 


gain in tl 
months 


cent 
first 


ports a 15 
item 
last year. 

Demand is perking up 
two-toned shoe with 
leather. Tapered-toe shoes in light- 
er weight calf are the dress favor- 
ites among the men. A heavy-soled 
loafer with a 9'% iron sole is find- 


ner 
per 


over the Six 
too for a 
washable 


ing acceptance in the casuals. 
Teens still favoring 
canvas and some blues. 


are white 


Buy Multiple Pairs—June clear- 
ances, especially in women’s depart- 
ments, were generally reported to 
good. One State Street store 
mentioned that economy - minded 
women often came in for one pair 
of shoes and ended up with as high 
as eight pairs. 

Clearances of men’s shoes, on the 
other hand, were not as rewarding 
as those of women’s. 

The shopping the 
week downtown is Monday and the 
favorite day for shoppers in out- 
lying areas is Friday. 


be 


best day of 


Miami Stores Report 
Growing Suede Interest 


MIAMI—A large 
ment reported 
showing a little interest in fabrics 
for fall. 
increasing in strength. 

In another 
getting attention 
The most 
The dagger-toe 
ing pretty 


Miami 
women 


depart - 
store were 


Peau de soie was reported 


store, 
for 


interest 


downtown 
suedes were 


fall 


was in black suede 


wardrobes. 


triple needle was mov 


well. 


Seek Black Lincoln Road 
store reported that while they were 
summer stock, 
already seeking black 
and Here the 
toe was taking 
the 
and 


One 


clearing customers 


were suede 
calf. double-needle 
a slight edge ove! 
Every style 


inl j 
‘lliing bu 


triple-needle toe 


+ 


color casual was t 
flats and open shoes took the edge 
in sales 

sales 


July Mian 
Sale-A-Thon in an 


the 
giant 
show 


During 
staged a 
effort to 
the 
town center) pink and blues seemed 
to take a slight lead at one of the 
larger stores. White remained or 


top. 


shopping cente: 


patrons city still has a down 


Report Gains—After the sale sea 
son some Flagler Street shoe stores 
reported 5-10 
while others reported a definite in 


per cent increases 
crease in traffic 

In Miami 
The jeweled 


Seach, casuals were 


strong. flats and oper 


wedges had a slight edge in sales 


Los Angeles Shoe Sales 
Hit Mid-Summer Slump 
LOS ANGELES 
Most retailers report 10-15 per cent 
drops July Chil- 
dren’s stores report being off 15-30 
The slump hit department 
units 


Sales are off 


under last year. 
per cent. 
single and 
even chains admit 
having troubles. 

Newspaper advertising was at a 
minimum during July's 
Retailers just used what they 


stores as well as 


low-end they're 


clearance 
sales. 
needed to feature the sales and only 
a few ads for fall merchandise were 
run. Most of the latter were aimed 
at the college crowd. 
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July Clearance Sales 
Boost Houston Volume 


HOUSTON 
many long awaited by sale-minded 


Clearance sales, 
customers in the area, are present- 
ly the prime draw and reason for 
cash register bells ringing in men’s, 
women's and children's shoe stores 
throughout the city. 

reported mid-July fig- 
ures at about even to slightly ahead 
for the month. 


Retailers 


Sales Start Early—In the 
men's better shoe departments, sale 


wo- 


periods were launched earlier than 
And they still con- 
tinue to sale, offering further reduc- 
tions on designer merchandise. Al- 
report shoes 
accounting for the lion’s share of 


usual this vear. 


though retailers sale 
sales in these departments, special 
promotions of vacation and transi- 
tion-type footwear are creating in- 
terest in early suedes, fabrics and 
calfskins. 

At Krupp & Tuffly’s downtown, 
the stacked black 


and bruno or old spice color pump 


leather heel on 
has been a best seller and favored 
by women for European travel. Also 
at this store, early suedes and calf- 
skins beginning to while 
white sales have sloughed off and 


are sell, 


spectators are “dead.” 


One Sided Shoe—In the some- 
thing - - department, Neiman- 
Marcus has come out with a dinner 
pump charmer that’s sure to create 
much attention and into fall. 
Appropriately tagged “One sided,” 
the comes in tan or black 
suede silk ribbon trim and 
ribbon flower on one shoe 


new 


now 


shoe 
with 
sports a 


only. 


IN TERRE HAUTE CALL 
DUENWEG LEATHER CO. 


FOR FAST IN-STOCK SERVICE 


August | 


St. Louis Fall Promotions Begin 


ST. LOUIS—While most 
held back fall merchandise promo- 


tions until July 30, several transi- 


stores 


tional promotions sparked sales ac- 
tivity in St. Louis. 

The most dramatic transitional 
promotion was staged by Stix, Baer 
& Fuller. They used their own color 
theme: The 
deep wine red was offered in leath- 
er footwear and handbags, scarves, 


“Missouri Delicious.” 


hats, jewelry and even lipstick. 


Apple of Fashion's Eye The 
color was called “the apple of fash- 
ion’s eye ...a versatile new acces- 
... for now through fall.” 
lauded in 


sory color 


It was color newspaper 
ads, interdepartmental displays and 
in four street windows in the down- 
the the 
accessories were pinned to gigantic 
boards swatched with major fabric 


town store. In windows, 


offerings to illustrate the other col- 
with which “Missouri Deli- 
will coordinate. These in- 
cluded amethyst and plum, oatmeal 
and 


ors 
cious” 
and 


greens golds 


white. 


to taupe, 
black and 


Customer response to the promo- 


tion was considered very satisfac- 


tory. 

Promotions on dark silk footwear 
and black not 
pulled as well as hoped. However, 


lacy suedes have 


Neutria luster (pale brown) is sell- 
ing very well... and there is lim- 
ited, but important interest in grey 
amethyst. 


Winkle-Picker 
Winkle-Picker hit Louis just a 
few hours before this RECORDER 
deadline. 


Arrives The 
St. 
correspondent’s Results 
from the morning 
already are being felt 


newspaper ad 
. nhumer- 
ous telephone calls to the store... 
five sales in just one branch store 
in the first three hours of business. 


Clearances of women’s summer 
footwear started strong in 
July, but, by mid-month, they had 
petered out drastically. However, 
further cuts and additional 
offerings scheduled for late July 
were expected to start another sales 
spurt. This was especially true for 
stores that had withheld white foot- 


early 


shoe 


from earlier announcements. 


Few Spectators Reduced Ac- 
cording to a spokesman for 
Scruggs, Vandervoort & Barney, 
very few spectators will be reduced. 
“Sales of spectators have been ab- 
solutely terrific,” he said. “We 
could have sold twice as many as 
we bought.” Traditional types, like 
patent and white smooth and brown 
and white on 17/8 stacked heels 
and high covered ones, proved the 
Novelty spectators did 


wear 


top sellers. 
well but these, if any were destined 
for reduction. 


Federal Reserve Figures 
Show SE Business Gains 


ATLANTA 
good throughout the Southeast, even 
if stores are selling nothing much 
but closeouts on flats and sandals. 

The Federal Reserve Bank handed 
out some figures for the week ending 
July 2 which shows there is plenty 
of money passing hands in the metro- 
politan areas. However, the report 
also indicated downtown areas are 
finding the going a little rough. 

The biggest increase in sales was 
reported in the metropolitan area of 
Jacksonville, Fla., where a whop- 
ping 49 per cent sales increase was 
noted over the corresponding period 


susiness continues 


a year ago. 

Metropolitan Atlanta had 15 per 
cent; Birmingham 14 per cent; 
Knoxville 10 per cent; Miami 34 per 
cent; Mobile 31 per cent; New Or- 
leans 24 cent and Tampa-St. 
Petersburg 36 per cent. 


per 
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It's Happening Abroad, 


Teenagers Swell British Sales 


Just as in the U. 


spending more 


S., teenagers are 
and helping to 
boost per capita footwear con- 
Veanwhile, Britain’s 


shoe manufacturing industry is 


sumption. 


becoming concentrated among a 
handful of giant owners. 


BIRMINGHAM, ENGLAND — 
British teenagers, with more cash 
in their pockets than ever before, 
are spending heavily for footwear. 

Since World War II, girls end 
misses have increased their annual 
buying of shoes from 2.3 to 3 pairs. 
And youths have stepped up their 
buying from 1.85 pairs to 2.3 pairs 
a year. 

As far the young are 
concerned, the best is yet to come. 
A leading British footwear execu- 
tive predicts per capita buying by 


ladies 


as 


teenage girls of 5 to 6 pairs a year. 
The executive is G. H. Weston, a di- 
of Scientific Leather Mea- 
surement, Ltd., Birmingham. Mr. 
Weston states that the increased 
purchasing power of teenagers has 
been the major factor in the up- 
surge in retail sales of British foot- 
wear in 


rector 


recent years. 

Fewer Manufacturers—Two ma- 
jor shifts have occurred in the Brit- 
ish footwear trade during the past 
14 years: 

© Per capita consumption is up 
sharply, as mentioned above. 

© The number of manufacturers 
has dwindled. 

Up to the close of World War II, 
the British footwear industry was 
widely distributed among 
family businesses. Today, 15 years 
later, the bulk of the shoe manu- 
facturing industry is owned or con- 
trolled by a handful of giant mar- 
keting organizations. Thus while 
the trend toward fewer and larger 
manufacturers has noticed 
here as well as by companies in the 
United States, the production of 
footwear in Britain is gradually 
coming under the control of giant 
merchants. This is in direct con- 


smal] 


been 


66 


Too: 


trast to the U. S. pattern, where 


shoe manufacturers in some cases 


control large retail organizations. 


Family Ownership Fades sig 
selling organizations now dominate 
the British footwear industry. The 
smal] manufacturer 
is passing out of the production 
picture. Mr. Weston that 
a mere handful of large companies 

perhaps fewer than 10—will di- 
rect the production of British foot- 
wear within the 

As evidence of the trend now un- 


family-owned 


believes 


next 10 years. 
der way, Mr. Weston cites the fol- 
lowing examples: 

® The merger of Freeman, Hardy 
& Willis, Ltd., True-Form, Ltd., 
Dolcis, Ltd., Hanfield, Ltd., and 
Phillips, Ltd., into Sears Holdings, 
which controls about 1500 outlets. 

© The merger of Saxone, Ltd., 
with Lilley & Skinner, which 
sulted in a major production 
and a major retail unit under one 
management Lilley & 
Skinner, Ltd. This group also con- 
trols a number of smal] family busi- 


re- 


unit 


Saxone, 


nesses. 

® Lotus, Ltd., has absorbed about 
18 smaller companies around Staf- 
ford. Lotus also operates a chain 


of retail outlets. 


Geographic Pattern Shifts — In 
addition to the shift to- 
ward fewer and 
has 

way in 


economic 
larger companies, 


also been a geographic 


there 
shift 


Twenty-five years ago most British 


under recent years. 


shoes were made in or around 
Northampton, Leicester or Norwich. 
This is no longer the case. Much 
of the industry’s capacity is now 
in the West Country. 

In the field of shoe-making tech- 
nology, Mr. Weston points out that 
3ritain has 
in molded footwear. For example, 
Dunlop, Brittons of Bristol, and the 
Finn Shoe 
have developed a new technique of 
molding leather uppers to synthetic 
rubber bases, producing unusually 
hard-wearing soles. 


become a world leader 


Company of Nuneaton 


Sales Potential Grows 
In Old-Age Group: LS. 


THE 60-and-over age group is the 
second fastest-growing 
America’s population 
market the 
grown increasingly 

With these thoughts in mind, In- 


part of 
Within this 
fac tor 


fashion has 


important 
Shoemen 


points 


dependent 
“old-age market’ is “one 
more promising sales 


of the 


shoe retailer.” i takes ip this 


pportunities 
sixties for the 


independent 


" 7 ‘ 
issue of its 


subject in th 


1 Kn 


irrent 
Ww - H yw’ 


“Operationa 


tional series 


Growth Ahead—Within 20 


I.S. reports, the old-age market will 
contain close to 35 


This would be 15 per 


total population. Even by 


million people 
the 


this 


cent of 
1970 
market is expected to re 
lion 

But the 
that 


olution” is m 


persons 
what it lla the “fashi 


re importan 


mere Frank T. Underhil 
LS. exe: 
“There has 


attention to style 


numbers 


itive director, says 


been a not 


crease in mye 


older people during the pi 10 


years This has become evident 


with the virtual disappearance of 
trade 


shoe.’ To- 


the type of shoe known to the 
as the ‘old track 


day’s older women have 


ladies’ 
been ed a 
cated to fashion changes and have 


found they can combine fashion 


with comfort in 


other apparel.’ 


Go All-Out—The IS 
is titled “How 


Market.’ 
gram 


retailers 
to the Old-Age 
a complete pr 
market, 


shoes for this pro- 


mote fashion, how to a > and 


how to build up a re business 
It also stresses that fit 


should be 


quality and 
service complemented by 
style in selling to the 60-and-ove) 
group. 
“Remember, today’s older people 
the 
the 


e 55 today 


are yesterday's middle-aged,” 
booklet “Those 
65-year bracket in 1979 ar 
ind will continue 


hanging fash- 


entering 


says 
. and have been 

to be exposed to « 

ions.” 

and Recorder 
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1961 Trend Is to Lightness in Men’s Apparel, NSRA Unit Is Told 


NEW YORK—The trend in men’s 
clothing for spring and summer 1961 
is toward lightness, both in weight 
and in color. This was a key point 
stressed by Clyde S. Ryne, Jr., vice- 
president of the Palm Com- 
pany of New York, in addressing the 
National Shoe Retailers Association 


seach 


Men's Style Committee. 

Fashion and styling will be more 
important than and the male 
customer will fashion at all 
price levels, Mr. Ryne said 


ever, 
expect 


Continental Influence Stays—Mr. 
Ryne predicted that the Continental 
influence in suits wil) continue, 
whether it be specifically referred to 
as the American Natural, Continen- 
tal, Trans-American, Ivy, Ambassa- 
British Actually, 


what it means is the regular interna- 


dor or Influence. 


tional suit .. . shortened, cut away 
in the front, with narrower lapels, 
trimmer slimmer trouser leg. 
The for this tighter 
trouser is barely touching or a bit 
higher than the top of the shoe, thus 
putting added emphasis on the shoes. 

Tropical weights, Dacron and the 
other scientifically created fiber ma- 


and 


right length 


terials, as well as worsteds, mohairs, 
seersuckers and cords, will be strong 
next spring and summer. There will 
still be a good market for limited 
versions of silk and linen. It is an- 
ticipated that the British influence 
in style will be important and, in 
this connection, district checks, glen 
plaids and madras will be popular. 


The Color Picture—Getting down 
Mr. Ryne indicated that 
“polychromatic colors and mixtures 
will be good. Light will 


to color, 


CC ric rs 


IN WATERLOO CALL 


FOX LEATHER CO. 


roR FAST IN-STOCK SERVICE 


seu 


115% E. Park Ave. AD 2.0785 


August |, 1960 


amount to about 8 per cent; medium 
light, medium 
dark, 38 per cent and darks; 19 per 
cent. This is significant 
means a tremendous trend 
lighter tones. If you go ‘light’ there 


about 35 per cent; 
because it 


toward 


Paul O. MacBride (right) of Milford 
Shoe Company, Milford, Mass., an elder 
stetesman of the industry, receives 
sterling silver cigarette case from 
George 8. Hess, chairman of NSRA Men's 
Style Committee. Mr. MacBride retired 
from committee after 30 years’ service. 


has to be a definiteness of pattern.” 
There will be a lightened look to 

The will have 

greenish-bluish cast. The deep olive 


colors. new ones 
and burnished tones will be brought 


up into lighter versions. Champagne, 


“vine- 
get 


sauterne, Navarre and other 


vard colors” are expected to 
strong promotion and publicity for 
the coming season. Many of the high- 
fashion such as grape and 


purple, will be used primarily as ac- 


colors, 


cent colors. 


for Suits In suits 
the No. 1 because i 
into mediums 


Gray gray 
will be 


+ 


color 
and medium 
si} 
il 


The new color, however, Ww!) 


goes 
lights. 
be a gray with an olive base. 
light 
big selling 
sport coats,” said Mr. Ryne. “I think 
in this category you will sell about 


“Olive and beige are ex- 


pected to be 


colors in 


30 per cent light, 70 per cent in the 
medium medium dark in 
‘fancies.’ In slacks, camel, cham- 
pagne, gold tones will be good.” 


and 


Mr. Ryne recommended that the 
proper wear with these 
clothes the lightweight, 
neat, trim, flexible styles. The return 
of the British look will not mean the 
heavy British brogues of years ago, 


shoes to 


would be 


he said. 

Black, he felt, is obviously good 
for wear with olive or gray apparel. 
He said that the and 
bronzey browns were for 
good acceptance. 


also olive 


slated 


A. S. Beck Picks Winners of Annual Design Contest 


NEW YORK A. S. Beck Shoe 
Corporation has awarded a_ full- 
tuition, one-year scholarship to the 
Traphagen School of Design, New 
York, to the its 1960 
Designer of Contest 
Seventeen-year-old Barbara Gallo of 
Springfield, Mass., cited for 
“originality, good taste and fine use 
of color” in the four designs she sub- 


winner of 
Tom rrow 


was 


mitted. 

Joanne Symchik, Carteret, N. J., 
took prize, a wardrobe of 
shoes. 

Miss Gallo submitted designs of a 
blue 


second 


pink and green dress shoe, a 
casual, a variety shoe which can be 
worn in the afternoon or evening, 
and a flat, tapered sport shoe in red 
and white. 

Some 284 schools in 60 cities took 
part in the competition. Contestants 
were named by their teachers or 


school principals, and their original 
designs were submitted to judges. 

200 of the teenagers’ 
sketches are currently on exhibit 
at the Traphagen School, Broadway 
and 52d The display will be 
open from 10 a.m. to 9 p.m., Monday 
through Friday, until August 19. 


Over 


St. 


PEORIA CALL 


C. V. ENGSTROM CO. 


FOR FAST IN-STOCK SERVICE 
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Buying Tops ‘59 at Baltimore 


Despite slightly lower attendance, 
at the Baltimore show 
10 
Retailers ex- 


business 


was estimated at per cent 
above a year ago. 
pressed satisfaction at a growing 


price stability. 


BALTIMORE—Vital statistics on 
the Baltimore Fall Shoe Show staged 
at the Lord Baltimore Hotel in mid- 
July revealed that: 

* Buying was up over the volume 


TT ee 


Competing attractions including an All-Star 


registered at last year’s show. Some 

observers estimated the increase 

the neighborhood of 10 per cent 
* Attendance was a mite off 


in 


Retailers who bought more heavily) 
than a year ago said they were en- 
couraged by what appeared to be a 
growing price stability. Prices gen 
erally were the same as last vear; in 
certain they 
lower. This was particularly true in 
the field. 


lines were — slightly 


low-price Consensus was 


part 


baseball game and the opening of 


the Democratic national convention cut into attendance at the Baltimore show, 


but their effect was not considered serious. 


Among visiting retailers were (left 


to right) Jack Moye, owner of Jack's Shoes, Washington, D. C., with Mrs. Moye; 
Bob Harris, owner of Bob Harris Shoes, Baltimore; Low Pikus, owner of Lou's 
Bootery, Milford, Del., and J. F. Leigh, owner of Joseph's Shoes, Suitiand, Md. 


Some 50-odd exhibitors were on hand at 


the show, co-sponsored annually by the 


Baltimore Shoe Club and the Associated Shoe Travelers of Baltimore. 


ORDER BY MAIL! 


HENRY FORSTER & SON 


2190 Landwehr Rd., North Brook, Ilineis 


that this 


show 


was a good, solid buying 


Politics Interferes—A | 
downpour on opening day and such 
leter the first of the 
two All-Star baseball games and the 


orrentia! 


diversions as 
start of the Democratic national con- 
vention probably down 
but slightly. Moreover, 
many an exhibitor thoughtfully pro- 
vided portable radio and TV facili 
ties in the showrooms. 

Some 50-odd_ exhibitors 
their wares. 


cut atten 


dance, only 


showed 


Baltimore, traditionally 
tive, pretty much followed the script 


conserva- 


again this year. Blacks and browns, 
both for women men, enjoyed 
wide acceptance. Navy blue, as ex- 
up well perhaps be 
cause Annapolis, home of the Naval 
Academy, is only a cha-cha’s throw 
away, 


and 


pected, held 


Baltimore 
“Navy town.” 


and is a loyal 


Interest in Greens— Retailers and 
manufacturers alike saw a growing 
market both for adult 


women conscious teen 


for greens, 


and = stvyle- 
Beige did well 


of 


agers. 


retailer women's shoes 
$6.95-$10.95) saw color preferences 
this green, off-shade 


brown, bl ie, gray, red. Many agreed 


One 


in order: 


but with a notable exception: they 
put black high on their lists 

There ich 
about men 


wasn't 
for 


Lrown will hold high appeal this 


mi argument 
and 
fall 
The darker browns should do especi 
well 


colors Black 


Italian 
popularity. A 


in boys’ 


ally imports are 
dealet 
Junior 


shar per toe 


“This stuff is 


per 
shoes said 
what Papa is getting 
more style starting to 


nowball in Baltimore,” he added 


The 
flourish 


Toe Question 
see Ms 


pointed toe 


destined to in Balti- 


more for another year at least, 
though some retailers, especially 


those who cater to the low-price field, 
take a view de 


scribed a 


which can only be 
This 
viewpoint. Said manu 


“The double 


needle are W idely act epted else WwW her e 


aim may be a re 


gional one 


facturer triple and 


Baltimore is reluctant 
Reluctant Baltimore deale 
do ibles than 


also bought squash 


Do ght 
They 
nd, wi 


isiasm, the new 


more triples 
heels a 
tentative enth wash 


nd wears 


Casual Shoes Move—Casuals n: 
sold well, the 
independent neighborhood 

The held its own 
Here and there a dealer had a kind 
word for the for - life 
Those operated in the 
neighborhoods the boondock 
the opportunity to stock 
more color, more pattern. 

The did a 
though minor trade in summer close 


rally particularly to 
small 
dealers cha-cha 
guaranteed 
heel who 
and 


welcomed 


Baltimore show brisk 


from such ocean 
sorts tehoboth Del., and 
Ocean City, Md., came to refill ex- 
hausted stocks. 


outs. Buyers re 


as Beach, 
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Three states are represented in this retail caucus at the Baltimore fall show. 

From left to right: Harold Greenberg, owner of Harold Greenberg Stores, Inc., 

Harrisburg, Pa.; W. H. Dern, owner of W. H. Dern Shoe Store, Liftiestown, Pa.; 

Max Meyers, operator of W. L. Douglas Shoe Store, Baltimore; Ben Cooper, assis- 

tant buyer for Stewart & Company, Baltimore department store, and Carolyn 
8. Hayden, owner of Flatt Shoe Store, Rehoboth Beach, Del. 


Restrained Optimism— Most The show was sponsored by the 
shoemen at the show, asked to assess Baltimore Shoe Club and the As- 


the business climate for 


six months, voiced a 


the next sociated Shoe Travelers of Balti- 


restrained more. Chairman was W. Milton Volk, 


though generally optimistic view. president of P. H. Volk & Company, 


Barring plague, pestilence 


or war, Baltimore wholesaler. Co-chairman 


they look for satisfactory volume. was Mrs. Sara H. Abrahams. 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
mm and short sleeves, scoop 
mee and high necks 
for Children 
for Women 


~ DANSKIN, INC. 


August |, 1960 


National Shoe Fair Plans 
‘Open House’ for Retailers 


CHICAGO — A unique, two-hour 
“open house” for retailers and buy- 
ers will be a feature of this year’s 
National Shoe Fair. 

The event will be held Sunday, 
October 23, from 5:30 to 7:30 p.m. 
in the grand ballroom of the Pal- 
mer House. Snacks and buffet ta- 
bles, in addition to several cash 
bars, will be set up throughout the 
ballroom. Musicians will move 
through the crowd. 

The open house is expected to at- 
tract hundreds of visiting shoemen. 


IN ROCK ISLAND, ILL. CALL 
HILD LEATHER COMPANY 


FOR FAST IN-STOCK SERVICE 


3712 14th Ave. Phone: 6-5841 


BOOST in the BOOMING DANCE 
sell the biggest name brand 


_—DA NSKINS’ 


full fashioned and seamless 


TIGHTS, LEQTARDS & TRUNKS 


knit of pAwsofr stretch nylon 


——_—___ 2c > 


Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 
compact display. 

NO INVENTORY PROBLEM — your orders deliv- 


ered immediately from our factory. Write for 
Illustrated Catalog B8. 


favorites 
for all day - 
every day, 
too ! 


Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselie, 


Ski, Skiing, Skating and the N. Y. Times Magazine 


437 Fifth Avenue, New York 16, N. Y. 
DIVISION OF TRIUMPH HOSIERY MILLS 


d makers of tights, leotards and trunks 





Shoe Fair Reservations Surpass °59 Pace 


CHICAGO—Applications for ex- 
hibit space at the National Shoe 
Fair are running 8 per cent ahead 
of last year, and reservations for 
sleeping rooms are 6 per cent 
ahead. 

This was reported in mid-July by 
George Gayou, general manager of 
the Fair. He added: “The current 
pace is somewhat remarkable, con- 
sidering that attendance at the 1959 


Fair was up 11 per cent over the 
previous year, and exhibit space 
had increased by 7 per cent.” 

Last year there were 800 exhibi- 
tors at the NSF. They occupied 
1300 display spaces. On the basis of 
advance reservations, this year's 
event is expected to surpass those 
figures. 

The Shoe Fair will be held Octo- 
ber 23-26. 


SEE the “GROW-ROOM” 


without X-ray 


with new VISUMETER® 


Simple... Quick 
Safe... Accurate! 


NEW, IMPROVED MODEL 


Money 

Back 

Guarantee 
¥ COUNTRIES 


ony $]50 


New 


ee e-room, yet gives visual prool 
tweight VISUMETER operates 
| snoe t 
. ‘ 
ire, (4) 


like a scientific gauge 
t VISU METER in shoe, (2) 
inside, (3) tighter 


remove VISU METER fri 


, 


Children's Size 
5 to 3 


iccurate VISUMETER allows both shoe-fitter and customer actually 


of correct fit mechanically. Compact, 


Five simple steps 
release lock allowing VISUMETER 


tO maintain accurate inside- 


ym shoe, (5) hold VISUMETER 


tOUK 


compare length accurately with inside measure of shoe. You 


‘ 


mer actually see the 


Increase customer 


““grow-room” 


in the shoe being fitted. 


confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc 


If not satisfied, return within 


30 days and your money will be refunded. 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 


What's New 


After-Ski Style 


Back-zippered, loden-colored boot is a 
highlight of Sugarioafer line of after- 
ski footwear by G. H. Bass & Company, 
Wilton, Me. This ankle-high boot of 
suede finish leather hes pile lining and 
lightweight sole. 





Lightweight Cushioning 
A POLYURETHANE-base 


ioning material for interlining foot 


cush- 


Lee 
Lowell, Mass., 
The 
be lightweight 


wear has been introduced by 


wood Corporation, 
Leefoam ma 


but 


inder the name 
is said to 
st irdy 


¢ 


According to the producer, 
does out” but 
the foot comfortably over a 

| 


range of loading 


not “bottom sup 
ports 
wide Leefoam is 
sheets or continuous 
and 40 


and up in 


ivailable in 
inches wide 


thickness 


rolls, 36 inches 


and 1 16-inch 


Saddle Soap for All Leathers 
A LIQUID saddle soap in a spout 

being marketed by L. H 

Camden, N. d., 


type can is 
Shingle Company, 


for cleaning and preserving all 
leathers 
Horn,” the 


‘mn hard, 


Trade named “Long 


produc t is also claimed 


dry leather and t 


leather from stiffening or 


} eep wet 


cracking 


ORDER BY MAIL! 


JAFFE SHOE CORP. 


665 W. Bowery, Akron, Obie 
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‘Bowling Brogan’ Is 
Worn Over the Shoe 


A NOVEL bowling shoe that slips 
on like an ordi- 
nary overshoe is the creation of a 
Monroe, Mich., shoe repairman. 
Fred E. Maloney orig- 
inally intended his “bowling bro- 


over street shoes 


Cobbler 


FRED E. MALONEY 
. with his “bowling brogans” 
gans” for who must 


bowlers wear 


heavy arch supports or corrective 
shoes. 

realized there 
a potential market of 26 
bowlers, I set my sights higher,” he 
Now inventor Maloney thinks 
time- 


“But when I was 


million 


says. 
his 
saver for the habitually late bowler, 


“brogans’ may prove a 
and he feels they have merit too as 


rental shoe 


Simple Construction 
Mr. Maloney 
of ordinary, 
added a leather 


his invention, simply 


took a 


rubbers 


pair low-cut 


and 


MICHIGAN CALL 


KANNERS & PATRIZE 


FAST IN-STOCK SERVICE 


IN 


roR 


lA 


TE 1-1930 


4444 Second St., Detroit. 


August |, 1960 


To produce 


sole 


and part-leather heel to the left 
overshoe, plus a leather tip on the 
right shoe. 

Three sizes of the “brogans’ 
adequate to cover all normal shoe 
sizes, Mr. Maloney claims. The 
brogans can be folded and carried 
in the bowler’s pocket. 

Used on a rental basis, the shoes 


are 


are said to cost only about a third 
of the present rental And 
since they are not worn in contact 
with the foot, it is not necessary to 
sterilize them after wear. 


shoes. 





guished all 
ADAMS Shoes 
for 58 years. 


THE 


Style 6360 
BUTTERNUT —Moccasin 


Inch Boot. Glove 
Quarter Lining 
Ribbed Cushion 
Crepe Sole. Youths 
& Boys Sizes. 
9.95-10.95 Retail 


-it started with 


Needed: A Manufacturer—lIn his 
hometown of Monroe, Mr. Maloney 
has interested local bowling alley 
operators in his invention. In one 
local alley, he says, three pairs of 
the brogans were used for a full 
season with “no detectable wear.” 
Salesmen of bowling supplies have 
looked at the shoes and expressed 
interest. 

All that’s needed now is a manu- 
facturer to produce them. Mr. Ma- 
loney is looking for one with na- 
tionwide coverage. 


ADAMS: 


The ADAMS BROTHERS “KAMPTRAMP” Shoe 
for active, growing Youths and Boys “wins 
in a walk”! The rugged, masculine styling 
and superb workmanship is typical o 

the built-in EXTRA VALUE 

which has distin- 


y Style 6361 
7 BUTTERNUT 
Moccasin Toe—Full 
Grain Glove Tanned 
Oxford. Glove 
leother Quarter Lining 
Natural Ribbed Cushion 
Crepe Sole. Youth & 
Boys. 8.95-9.95 Retail 


KAMPTRAMP 


SHOE 


eal 
oe, 


Toe 

Full Grain Glove Tanned Six 
Leather 
Natural 


"JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS. INC. 


PITTSFIELD, 


NEW HAMPSHIRE 





New Site in Loop Planned 


For O’Connor & Goldberg 


CHICAGO — O’Connor & Gold- 
berg, Chicago shoe retailer, will oc- 
cupy the ground floor and basement 
of the Carson Pirie Scott & Com- 
pany department store’s eight-story 
addition to be built at State and 
Monroe Sts. 

Occupancy of OG in the new 
targeted for May 1961. 
This location makes it possible for 
the shoe firm to retain a State 
Street location. O’Connor & Gold- 
berg is slated to move from its 
present 209 S. State St. store when 
that building is torn down in the 
fall. 


store is 


Ripple Week in Watertown 
WATERTOWN, N. Y.—This com 
munity last month became one of the 
smaller cities to undertake a “Ripple 
Sole Shoe Week” promotion. Accord- 
ing to Ripple Sole Corporation, the 
event “more than lived up to expecta- 
Advertising, publicity and 
window displays contributed to the 


tions.” 


success. 


ORDER BY MAIL! 


LYONS AND CO. 


118 Duane St., New York City 


e About Shoe People 


THE COMMUTER TYPE: Dur- 
ing 60 years in the shoe business, 
Southeastern Missouri retailer John 
F. Lottes, Sr., has made more than 
2000 buying trips to St. Louis, 86 
miles away from his Perryville, 
Mo., base. Last month, as retailer 
Lottes marked his 
versary, he estimated he has bought 
more than $3 million worth of foot- 
wear from International Shoe Com- 
His first purchase was 
Frank C. Rand, 
Missouri 


business anni- 


pany alone. 
from the late 
traveled Southern 
later rose to president and board 
chairman of ISCO. That order was 
candlelight 


who 


and 


written by 
ao 7 * 

PRESIDENT: Joseph 
of the Boston 
Pa., 


Greater 


C. OF C. 
K. Schiffman, head 
Shoe Store in Pittston, 
elected president of the 
Pittston Chamber of Commerce. He 
had been first VP for two years and 


‘ 


he is an active figure in civic af- 


was 


fairs. 
>. _ . 

WEDDING BELLS: It was an al!- 
Deb event when Thelma Neunevel, 
fashion coordinator for Deb Shoe 
Company, and Jack Altman, the 
company’s executive VP and gen- 
manager, wed early in 
The couple will live in St 


eral were 
July. 
Louis. 


"TWAS HIS PLEASURE: Dave 
Davis, assistant to the general man- 
ager of Accent division, Interna- 
tional Shoe Company, had a choice 
assignment last month: fitting Miss 
Missouri. Accent presented a 12- 


pair wardrobe to Marilyn Stalcup 
before she moved on to Miami for 
the Miss Universe pageant. Her 
choices included 23/8 closed pumps 
of green grape and cocoa tan Bon- 
pump of 
black 


Screen 


triple needle 
broadcloth with 
Smoke 

trimmed 


nieskin; a 
black silk 
satin trim, and a 
calf pump 
matching cluster of cut 


luster with 


ets, 


. . . 


“HOPE” FINDS A LEADER: 
Project Hope, a privately sponsored 
program to share this 
medical knowledge and skills with 
newly developing lands, has enlist- 

ed the support of 
Clark R. Gamble. 
Brown Com- 


country’s 


Shoe 
pany’s president 
will be chairman 
of the shoe indus- 
committee of 
The pro)- 
send a 


try 
“Hope.” 
ect will 
floating 
training center to 
Southeast Asia 


during its first 


medical 


CLARK R. GAMBLE 
year of operation. For this purpose 
the S.S. Hope, formerly a Navy hos- 
ship, is being loaned by the 
government. 


pital 


U.S 


TO WORK: Hi 
Neiman Shoe 


BACK Neiman, 
owner of 
Los Angeles, 
after months in a 
While visiting his factory in Guada- 
passenger 


( ‘company, 
returned to work 


hospital 


has 


SIX 


lajara, Mexico, he was a 
in a car involved in a head-on col- 


lision. He suffered severe injuries 


Strong 


as 


a Lion 


FOR MEN AND BOYS 


140 STYLE NUMBERS FOR MEN, 10.95-15.95 retail 
28 STYLE NUMBERS FOR BOYS, 8.95-9.95 retail 
GARDINER SHOE CO., INC. 


_ Gardiner, Maine 


Write today for New In Stock Catalog 


THAT’S SNUGGINS 


a winning combination of 


Sp 


NOHEL Manufacturing Corp., 


rugged construction, quality fabrics and sure-fire 


styling for sure-fire sales! 


Slipper § 


50 ALEPPO St 


PROVIDENCE, RHODE ISLAND 
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e Deaths 


John Mara Dies; President 
Of Boot and Shoe Workers 


WELLESLEY, MASS.—John J. 
Mara, 73, president of the Boot and 
Shoe Workers’ Union, AFL-CIO, 
since 1929, died here July 17. 

Mr. Mara, a strong-minded figure 
with a forthright approach to labor- 
management problems, joined the 
BSWU in 1905. He served as presi- 
dent of a Cincinnati local, a mem- 
ber of the Cincinnati executive 
board and a delegate to Cincinnati's 
Joint Labor Council. He was named 
to the executive board of the BSWU 
in 1923 and he became president six 
years later. 

Mr. Mara was also president of 
the Union Label and Trades Ser- 
vices Department of the AFL-CIO 
for many years. His career in the 
labor movement spanned the tran- 
sition from scattered beginnings to 
the present 17-member amalgama- 
tion of the AFL and CIO. 

The BSWU's executive board will 
elect Mr. Mara’s successor, a union 
spokesman said. 


PAUL S. SIGAN, 56, genera’ 
manager of M. K. Weil Shoe Com- 
pany, St. Louis jobber, died July 10 
of a heart ailment. He 
the company 29 years. 


was with 


DANIEL H. LEE, 56, a manager 
of Maling Brothers shoe stores in 
Milwaukee for 24 years, died June 
30 after a short illness. He became 
manager of Maling Brothers’ Wis- 
consin Avenue store in 1936 and 
moved to the West Allis store five 
years ago. 


WILLIAM HARRY MINOR, 60, a 
sales representative for Sandler of 
Boston for 19 years, died in Colum- 
bus, O., July 4, a week after under- 
going surgery. He had covered 
Ohio, West Virginia and Michigan. 
He was a member of the Ohio Shoe 
Travelers Club since its origin, and 
was also a member of the Nationa! 
Shoe Travelers’ Association. He 
was a former shoe retailer. 


HOWARD R. MONTFORT, 80, 
former owner and operator of the 
Montfort Shoe Store, Hammonton, 
N. J., died July 2. 


JULIEN M. BEAUDOIN, opera- 
tor of a shoe store in Berlin, N. H., 
for many years, died suddenly June 
30. He had retired eight years ago. 


HENRY RIPPLE, 89, one of eight 
brothers who followed their father 
in the shoe Mil- 
waukee of a heart ailment June 25. 
He opened the Henry Ripple shoe 
Milwaukee's 
Avenue in 1900. 
the retail field until 15 years ago, 
when he switched to the real estate 


business, died in 


store on Green Bay 


He was active in 


business. 


EDWIN E. OCHS, 59, head chem- 
ist of John R. Evans & Company, 
tanners, died in Camden, N. J., July 
1 of a heart attack. He was with 
the firm 25 years. 


MAX SCHULTZ, 97, an origina- 
tor of many mechanical foot appli- 
ances used in the shoe business, died 
July 9 in Buffalo, N. Y. He had re- 
tired some years ago after operating 
and 
Buffalo for many years. 


a shoe store repair shop in 





ments, on and off the road. 


SALESMEN 





To All Shoe Tracelers 


“Salesmen on the Road,” a page for and about the 
traveling man, has returned to the Recorper. It con- 
tains news and sidelights about travelers’ organizations 
as well as the individual salesman and his accomplish- 


It’s the traveling man's own page, and the Recorper 
depends on the traveler to keep up a steady flow of 
news. If you have a news item, write to: 


MRS. VIVIAN ANDERSON 

ON THE ROAD DEPT. 
995 LOMBARDI LANE 

LAKEWOOD 15, COLo. 
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¢ Retail Openings 


Francine Youth Shop has moved 
its downtown store in Woonsocket 
R. L, to the new Walnut Hill Plaza 
in the same city. The new store 
seven-chair children’s de- 
partment selling branded footwear 
from infants’ to 


has a 
teenagers’ sizes. 


The Jo-Lee Bootery, a women’s 
shoe has been opened in 
Brighton, Mass., by Jonah Katz- 
Mr. Katzman returned to the 


recently from Cali- 


store, 


man. 
Boston 

+ & 
fornia. 


area 


Pep’s Shoe Store has opened in 
Ottawa, O., as the community’s first 
shoe retail operation. This family- 
type operated by U. J. 
Poeppelman, who also maintains a 
family shoe store in Munster, O. 


store is 


Hocking-Gillies, a local shoe 
chain at Detroit, has added a new 
family-type store in the suburb of 
Northville. Paul Grooms is the 
manager. In charge of opening 
activities was Jack Gillies, head of 
the chain. 


i 
——~ 


IN STOCK! 
MAJESTIC BERKO SALES CORP. 


38 Lincoln Ave., Roslyn Heights, L.1., N.Y. 
Telephone: MA 1-3500 


WELLCO SHOE CORP. Waynesville, North Carolina 
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Mail Orders Spark Business 


... for Milwaukee Factories 


MILWAUKEE — Mail orders, one 
of the most sensitive barometers of 
the shoe business, are sparking en- 
couraging increases. 

Men’s shoe manufacturers here 
claim that their June shipments 
were solidly bolstered by a Steady 
flow of dealer mail orders. The or- 
ders, they claim, indicate that deal- 
ers In many sections are filling in 
their inventories, anticipating a 
strong fall season. 


Figures Halved—July production 
figures were halved, as most of the 
area’s plants scheduled their annua! 
two-week shutdown for employe va- 

Not all firms happy 
the coordinated closings 
which make it difficult to schedule 
the strategie shipments needed for 
fall store promotions. 

Breakdowns of fall orders coming 
in from the field reveal a continued 
demand for 
men’s footwear lines. are 
showing exceptional! interest in the 
high-risers. The narrower lasts and 
more pointed toes are also gaining 
a larger share of the men’s shoe 
market. Dark tones continue popu- 
lar. 


Better Orders — Improving 
nomic conditions in some industrial! 
the country is 
with the improvement in work shoe 


cations. are 


about 


style merchandise in 


Dealers 


eco- 


sectors of credited 


Los Angeles Producers 
Note Business Slowdown 


LOS ANGELES—Manufacturing 
is very quiet here and there is no 
upswing in the 


indication of an 


forseeable future. 

houses slow re- 
summer merchandise; 
that they are main- 
production on fall 
keep their plants 


In-stock report 
orders on 
makeups 
taining some 
merchandise to 
running. 

The plain, fact is 
that business is all lines 
from used cars to household appli- 
ances and the ladies aren’t buying 
new shoes either. 


say 


unvarnished 
bad in 
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orders received here. 

Children’s shoe producers are en- 
Re- 
ports are that fall orders are coming 
in heavier than expected. Outlook 
for fall looks exceptionally good, 
claim the children’s footwear plant 


joying a peak run of business. 


spokesmen. 


Rainy Weather Slows 


Chicago Shoe Demands 
CHICAGO for 


facturers’ wholesalers 
after the 
the rainy 


soon 


susiness manu- 


agents and 
got off to a good 
spring trade show, 
the 


crimp in shoe demands, especially 


Start 
but 
season in midwest put a 
in casuals. 

There is a definite trend in rural 
Moreover, 
an increasing number of stores are 
adding shoe departments. These 
communities, which are 100 to 200 

from still 
rounder 


areas for quality shoes. 


Chicago, want 


for boys’ 


miles 


toes and men's 


shoes, but they are willing to pay 
more for higher quality lines 


Black Favored—Black is still the 
favorite among men for dress, but 
the burnished 
are coming back. They have 


browns, especially 


shades, 


moved up to nearly 


or 
e 


> per cent of 
men’s shoe sales, as against 20 pet 
cent last year in most lines 

The 4-eyelet 
crease in all but the staples, which 
The 
ered toe, so popular in large com- 


style is on the in- 


remain 3-eyelet models. tap- 
munities, is not widely accepted in 
rural 


mounting in Cuban heels. 


areas. However, interest is 


Thicker Soles—For work shoes, 
men are leaning to thicker soles. A 
20-iron sole in a Goodyear welt is 
an especially fast mover. 

Rural women are not accepting 
like 
Eighteen/eighth 
the 
women and volume ranges between 


12/8 and 14/8. 


toes for dress their 


extreme 
city heels 


these 


sisters. 


and down are rule with 


NE Novelty Plants 
Claim Large Backlogs 


BOSTON Busiest among New 
England shoe manufacturers as fall 
approaches are those making wo- 
Further- 
chil- 


men’s novelties and flats. 
more, with the exception of 
dren’s shoe companies, their back- 
logs are reported to be larger than 
those of firms making dress shoes 

Since manufacturers have been 
buying leather on a hand-to-mouth 
the upper stock 
has been good to heavy since mid 
July 


Tanners report that while almost 


basis, demand for 


all types of side leather have sold, 
the most popular are the so-called 
There has been 


glove tannages 


some buying of even softer types 

Calf 
to filling 
samples, 


addition 
spring 
booking 


houses, in 
for 


been 


leather 
orders color 
have busy 


orders for colors to be used in fal! 


shoes browns and some 


Deep 
greens have sold well, they say, and 
the supply of black is getting low 
Conditions in the men’s shoe seg- 
the 
factories 


them 


ment of industry are mixed 


have orders w hich 


Some 


will carry through August 


Others are running well below ca 
pacity with casual types account 


ing for much of their business 


St. Louis Orders Reveal 


Browns Gain on Black 
LOUIS 
continue production based on initial 
fall 
orders to 


ST. Manufacturers here 
second-season 


Au 


orders but need 


carry them through 
gust. 
For fall, 


per 


black shoes represent 60 
cent (10 under 


foot - 


to 65 per cent 
women’s dressy 


The 


brown 


last year) of 


here went 
family. 

like 
and 


offbeats, 


wear orders loss 
primarily to the 


Darker 


brown, 


brown shades, town 


mid- low 
The 


grayed 


are tops in 


priced footwear. 


smokey wood and neutral 


browns, are favored by customers 

of higher-style manufacturers 
Closed pumps, double needle toes 

and more extreme lasts are favored 


in orders. 
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“Get a boot out of leather,” urged LIA at Press Week show- 
the range of types, colors and leathers 
Left to right: undercover boot in 
brushed pigskin with three-eyelet closing, curved above the 
ankle, in a camel shade; above-the-ankle boot in two textures 
and two tones of burgundy suede leather and scarlet calf; 
smooth leather in olive green cuffed boot laced at sides; 
black swede leather boot lined in brilliant buttercup yellow 


ing. Ilestrating 
shown are these boots. 


ankle); 


LIA Stresses ‘Pointism’ at Showing 


NEW YORK 
er Masterpieces,” 


Leath- 
exhibited like gal- 


“American 


provided a theme 
the Week 


leather acces- 


leries of pictures, 
and setting for 
showing of 
sories and garments by Leather In- 
of America. The 
planned for out-of-town 


Press 
shoes, 
dustries exhibit, 
especially 
women’s, 
fall fash- 


editors, included men’s, 
children's and teenagers’ 
ions. 


The 
highlighted in sharply pointed nee- 


trend to “pointism” was 


dle toe shoes: triple and quadruple 
the 
and 


needles for shoes; 


double 


dressy 


evening 
for 


ty pes, 


tailored 
the 


Shown 


needles 
daytime single 
for casuals. 
the “Grand Gallery,” 
titled “Point of 


In the same “gallery,” a 


needle in what 


LIA 


these 


called 
were View.” 
“Study 
in Brown” exhibited shoes in all 
the 


variety 


important brown shades in a 
of 


lustered and smooth leathers; 


browns in 
dark- 
er, more neutral browns in brushed 
gold bronze in 
leather. Bright 
of fall 


leathers: red 


and suede leathers; 


crushed metallic 


colors in the wide 


leathers 


range 


were also shown. 


Casuals and Boots “Casuals 


Contemporary,” in the same “gal- 
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lery”’ 


showed the great variety of 


home and casual types, including 


low-heel sandals, flats and wedges, 
and 


glamorous slipons 


mules. 


pumps, 


“Autumn Bootique” drama- 
boot-like 
featuring 
types from casual to dressy, in a 


of 


and higher 
them in all 


tized shoes 


real boots, 


variety leathers, rich and sup- 
ple 

Among the other groupings were 
walking shoes; 
the 


day and 


“Pedestrian Scene,” 
and “Patent 
note appearing in the late 


Glosserie,” new 


evening styles, trimmed with crys- 


tals and marcasite. Pumps 


were 


featured in very pointed toes, 
light, flexible soles, in soft pleated, 
tucked 
of 


heels, three and a half inches high, 


on 


and a 
Slim, 


draped or leathers 


wide range colors. slim 


were the avant garde note. 


‘Lunar Collection’—For ‘Family 
Life” there were soft shearling slip- 
pers, luster mules and slippers. For 
the “Lunar Collection,” 
luster and metallic finishes, many 
of them with treatments 
and sparkling jewel colors includ- 


fine suede, 


jeweled 


ing gold, formed a glamorous eve- 
ning coilection on sharp needle toes. 


Tapered toes were shown in 


kid (turned-down cuff highlights the yellow); high cossack 
boot worn just below the knee, in soft grained leather in a 
caramel tone; brilliant red boot in a smooth soft leather {can 
be worn buckled up high, as here, or turned down below the 
“kerchief" boot in two tones and two textures of 
leather, beige suede leather and chocolate brown calf, tied 
of the ankle. By Joyce, Degas, J. C. Penney, Pappagallo, 
Capezio, Sandler of Boston, and Capezio. 


for Visiting Press 


men’s Highlights were 


higher toplines, longer vamps and 


shoes, too. 


sharper toe characters in shoes of 
smooth, grained and brushed leath- 
er in the burnished blacks 
and browns of men’s suitings. 


olive, 


The Younger Set—In styles for 
the “between age” of boys and girls, 
there were slipons, ties and mocca- 
sins taken from adult fashions. For 
teenage girls heels were very mod- 
height, 
made _ to 


toes gently 
appear so 
through the vamp treatment. Wa- 
leather offered 
something lighter and 
le for stormy weather 


erate in and 


tapered or 
terproof shoes 
voungsters 
very acceptab 


wear. 


IN 


MARTIN LEATHER CO. 


FOR FAST IN-STOCK SERVICE 


' 





Queen City Shoes Eyes 
Expansion of Production 


MANCHESTER, N. H. Queen 
City Shoes, Inc., announced plans to 
expand its production facilities fol- 
lowing its move into larger quarters 
in the former Gera Fabrics mill here. 
The move provides 75,000 square 
feet of production space compared 
with 45,000 at the old site, according 
to Jacob Silverman, general 
ager. 

The company hopes to increase its 
cutput from 3000 to 5000 pairs of 
women’s medium - priced novelty 
shoes daily. The payroll of 350 is to 
be stepped up to 600. 

Heading the Queen City firm are 
David, Bernard and Martin Stein. 


man- 


Weitz Designs for DeLiso 
ST. LOUIS — Samuels Shoe Com- 
pany, maker of the DeLiso Debs 
line, has announced 
a new association 
with John Weitz of 
John Weitz De- 
signs. Mr. Weitz, 
who has gained his 
reputation prima- 
rily in the ready- 
field, is 
considered one of 
t the country’s out- 
es standing designers 
JOHN WEITZ According to Sam- 
uels Shoe officials, his 
shoes will be 

Debs. 


to - wear 


designs in 
DeLiso 


exclusive to 


Casby Expands Operations 
JONESBORO, ARK.—The Casby 

Shoe Company, a wholly owned sub- 

sidiary of Frolic Footwear, Inc., an- 

nounced it was increasing its work 

force from 65 to 165 as a result of 
backlog of orders. 


Originators of Weejuns* 
"TM. Reg 


6.4. BASS &CO., DEPT. BS-8, WILTON, MAINE 
614 MARBRIDGE BUILDING, MEW YORK 1, WY. 
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in NEW YORK CITY 


BUY 
IN 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “buy” than ever! 
The location is perfect for you —in the 
heart of the market, close to Penn 
Station, with all subways and buses 
1400 rooms (1,000 of 
them air-conditioned), all with bath, 


at the door 


radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards 


It's your hotel! Write for buyers’ rates. 


MEMBER OF DINERS’ CLUB 


@3 HERATON: 
ATLANTIC 
Hore. 


Broadway at 34th St., New York City 
Across the street from the Morbridge Building 


B. F. Goodrich Footwear 
Lists Sales Appointments 
WATERTOWN, MASS.—Two key 
sales appointments were announced 
by C. M. Campion, general manager, 
sales, of the B. F. Foot- 
wear and Flooring Company, Wa- 


Goodrich 


JOHN L. BAIER 
Ormond M. Hessle: 
Hood 
John 


L. Baier was named manager of In 


©. M. HESSLER 


tertown, Mass 
was named manager of 


Branch Foctwear Sales and 


fustrial Footwear and Glove Sales 

Mr. Hessler joined B. F. Good- 
ich (then Hood Rubber Company 
n 1946 1958 he had 
erving as manager of Industrial 
Footwear and Glove Sales at Water 


since been 


town 

M1 Baier 
with B. F. Goodrich in 
most recent assignment 
New 
resentative for Industrial Footwear 


associated 


1949. His 


since 1958 


became 


Was as England sales rep 


and Glove Sales 


New Wholesaler in Chicago 

CHICAGO 
a wholesaler of men’s and 
shoes, has opened at 305 W. Adams 
Officers are Jack Fein- 

Paul Fein- 
The company 


jonn Shoe Company, 


boy 3" 


St., here. 
stein, president, and 


stein, vice-president. 


lis an affiliate of McBreen Shoe Com 


pany, Inc. 


ORDER BY MAIL! 


Mid-States Distributing Co., Inc. 


324 WM. Water St., Milwaukee, Wisconsin 
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Double Boots Highlighted 
In Capezio Fall Collection 
NEW YORK “Overs-and-Un- 
ders,”” Capezio’s new double boots, 
were the highlight of the Capezio, 
Inc., fall collection unveiled here. 
Out-of-doors the two 
together. “Overs” is a 
with porthole openings 
show the contrasting color of 


ders” 


boots are 
worn 


boot 


real 
that 
“Un- 
“Un- 
is a soft indoor boot made of 


in a decorative design. 
ders” 
stretchable nylon with a soft sole. 
It has multiple uses: as clean indoor 
foot-covering for light-color carpets, 
soft footwear for indoor lounging 
and as a slipper for uninhibited bare- 
foot freedom on the dance floor. 
backs 


dramatic 


Square and heels are an- 
the fall 
collection when handled in the Cape- 


Aniline 


other feature of 


Zio =Omanner. and polished 
waxy leathers have the right hand 
look that the 


tack room feeling of the shoe treat- 


rubbed belongs with 
ments and atmosphere of the presen- 
suggest 
molten brown, tawny wheat 


tation Colors too country 
living: 
and oat, rich tobacco and snuff, sub- 


tle mustardy golds, apple red brown 


[UALt 
QUALITY 
shoe trees .. 


SMA’s 1961 Chairman 


William S$. Kaplan, vice-president and 
sales manager of Carmo Shoe Manu- 
facturing Company, who has been named 
general chairman of the 1961 Shoe 
Market of America in St. Louis, April 
9-12. His co-chairman will be J. Roger 
Johansen, executive vice-president of 
Johansen Brothers Shoe Company. 





and rich vintage Soft 


smooth 
and 


vineyard 
and with 
embriodery treatments 
strike another note of old-time hand- 


leathers, sueded, 


braid 


work and museum pieces 


a styled for every shoe 


FITALL . . . styled for 
sales, priced for profit 
and sized for men's, 


women's... .and 
children’s shoes. 
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Scott's 
HEEL BARS 


Another BIG seller 
from Scott's. Fits 
under heel straps 
with extra strong 
adhesive. Prevents 
irritation to heel 
and wear on hose 
DEMAND will be 
terrific rder 
plenty! 


e 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


Stuttgart Dedicates Plant; 
Governor Faubus Speaks 

STUTTGART, ARK. — Governor 
Orval E. Faubus of Arkansas was 
the guest speaker when Stuttgart 
Shoe Corporation dedicated a new 
$365,000 factory here. An open 
house followed. 

The plant employs 70 per- 
but officials hope to increase 
number to 200 within two 

Site of the factory is a re- 
industrial 


now 
sons 
this 
years. 
cently created &5-acre 
park. 
Stuttgart 


manufactures leisure 


footwear. 





IN PITTSBURGH CALL 
NEWELL & DORSCH CO. 


FOR FAST IN-STOCK SERVICE 


FAVORITES with WOMEN! 


PROFITABLE! 


Scott's 
HOSE SAVERS 


Every woman is a prospect 
for hose savers. They hug 
the heel Prevent undue 
strain and weor. Always 
stay in place. Available in 
sponge rubber, leather or 
suedette. Write for prices 
today! 


Write for 
Complete Catalog 
and Prices Today! 





SPRING LEATHERS AND COLORS: 
Donovan Line Offers Five Color Groupings 


of- 


colors 


DONOVAN Inc., 
fers five groups of leather 
for spring-summer 1961, as shown 


Industries, 


by Luciana Silvestri, fashion direc- 
These include eight neutrals, 
browns, three six 

brights and basic 


tor. 
three 
fashion 
classics. 

In the neutrals, magnolia is a 
volume color, bone with the yellow 
an off-white 


with a gray cast, a repeated color 


pastels, 
two 


removed; solitaire is 


M. A. OBERMAN & SONS 


1236 Washington Ave., St. Lowis 3, Me. 


and slated for promotion. Inspira- 
tion, a smokey, taupey shade, will 
be for spring shoes. 
Cadillac, a chamois color, will 
an excellent promotion color. Pal- 
metto, a 
volume as well as a fashion color. 


used early 


be 
grayed green, can be a 


Miette has the golden shade of a 


crumb of bread crust. It will be 


volume. 


Darker Brown Pancho “our 
fashion brown,” according to Miss 
Silvestri—is in the fashion trend 
to darker browns for spring. Sor- 
a volume brown, is a color be- 
Medal- 
lion is a repeated color, a very bright 


Samoa is 


rell, 
tween miette and pancho. 
golden, orangey brown. 
a redder brown. 

Folly is one of the basic classics, 
Mare, in- 
cluded in the neutrals, is a grayed 
brighter Gigi, 
neutral, is a 


a bright, orangey red. 
Wedgwood. 
light 
Folly, mare and gigi will do some 
but not Miss 


blue, a 


another gray. 


business very much, 


what's the price of 
customers these days? 


Ever consider the cost of a 
The effort, 
pense of luring him into your store. 


new 
customer? time ex- 
Transient shoppers, with no loyalty 
for the 


average proportion to 


any one retailer, make 


cost out oft 


the sale. 


Repeat customers lower the 
cost and mean 
The aston- 
ishing increase in Foot-So- 


average 
greater profits 


Port sales is based on “re- 
peat” business. We like these 
customers. You will too... 


for years. 


FOOT-so-PORT 


$012 
TAN LUXOR CALF 


TMunebeck 


SHOES 


“The only shoe of its kind in America” 


FOOT-SO-PORT SHOE CO. Oconomowoc, Wis. 


Silvestri believes. 

The pastels are come prima 
before” heron 
The fashion include 
shu, bright 
medium 
snowberry, a 


“as 
and blue. 
brights 


chance, a 


blossom 
shu- 
an orange; 
vellow; 
bubble, 


green; glow, a 


rosy shade; 
a bright blue; and mallard, a duck 
another tone, 


These bright colors 


green. Gaiety, ros) 
is in deldi only 
much liked as a group to 


are very 


promote for cruise and resort. 


deldi 


A New Calfskin—The 


silk has a shorter nap, will continue 


new 
for early transition and is good in 
the fashion brights group. Real 
news is a new calfskin, Mark Three, 
developed to resemble the very fine 
and more expensive aniline pigskin 
in Europe. 
be 
combination 


so popular 


Stradivari will continued in 
lighter 


Nine” is an 


color “Cloud 
lustre, 
Patent 


Two 


iridescent new 
Ivory Aurora 
the black Aurora 


resembling 


for spring 


has joined 


embossed leathers, 


genuine woven treatments, will be 


in the spring line: Florentina, in- 
troduced late last 


new and with a finer design 


fall, and Savoia, 


Smarten up, get 


Leathers by Irving: 


Irving Tanning Company 


134-140 Beach Street, Boston ll, Massachusetts 
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|OUR PRICES 
PRODUCE 


FAST SALES 


- WOMEN’S & 
% CHILDREN’S 
SHOES 

IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





Fabrics from Italy—A new line 
of fabrics introduced to 


American 


has been 
manufacturers by 
Donovan Industries. Called Artes, 
the materials all hand-woven 
in the Italian mountain region near 
Beautiful color combina- 
have by Anna 
Pedri who heads this enterprise. 
of the 
cloth made entirely of a synthetic 
These have a look 
are Tela Others 
are woven partly of the same syn- 
thetic partly of 
Two designs and a variety of colors 
full In- 
teresting and beautiful are the ma- 


shoe 
are 


Florence. 


tions been created 


Some fabrics are straw- 


fibre. lustrous 


and called Luce. 


yarn and cotton. 


are in cotton jacquards. 


terials made of cotton 
with leather. 


interwoven 


Geilich: Muted Neutrals 
Dominate Spring Picture 


MUTED neutrals that go deeper 
than take off in subtle 
directions of gray, blue, beige and 
green dominate the spring 
from Geilich Tanning Company, 
according to Martha Geilich, fash- 
ion These tonalities are 
particularly important in the firm's 
prestige smooth, Waxide. 


bone and 


news 


director. 


ORDER BY MAIL! 


D. S. PETERMAN AND CO. 


110-112 North George St., York, Penna 
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More specifically, these neutrals 
are described as cucumber, with a 
hint of green; smokey, a putty tone; 
fume, with a pinkish tinge; cashew, 

deeper 
medium 
tweed, a dark 
with the other 


a pale taupe; covert, a 
summer 


and brown 


taupe; sable, a 
brown, 
that combine 
neutrals. These shades all move 
from which has 
whitened for the new 

Three other color groupings high- 
light the Waxide collection: the cool 
beiges ... pinto, beeswax and camel; 
the warm caramel tones 
and two pro- 


can 


away bone, been 


season. 


. Cara- 
mel, acorn, red setter; 
motional 
auburn tone, and bayberry, a grayed 
almond green. 

In Cambi-Buck Cambi-Lura, 
scorchy and bayberry also are of- 
fered, along with familiar classics. 
Other new tones include smokey, a 
deeper bone; peanuts, a beige neu- 
tral, peanut 


color. 


colors scorchy, an 


and 


and camel, a deeper 


New perf patterns include Rice 
with a 
Doodle, a doodling de- 
sign. A design for printing 
smooth leathers is Criss-Cross. 


Paper, criss-cross design, 


and Dipsy 


on 


* . 
Goniprow: More Shades 
4dded in Crushed Kidskin 

GONIPROW Kid Company faces 
the new with extended 
color range in its kidskin 
tannage, according to Charline Os- 
good, the firm’s fashion consultant. 
Among the Flame, 
orangey, fireman’s red, 
the brightest red ever developed by 


season an 


crushed 


shades is an 


said to be 
a tannery. 

In addition to such 
white, bone and black, the firm also 
introduces 
chamois 


basics as 


gentle 
soft 


butterscotch, a 


tone; seaspray, a 


green; chameleon, a neutral green 
that changes color; melba, a choco- 
late bright 


neutral 


and chamois, a 


tone, 
. . . 


Hermann Loewenstein: Color 
For Light Foot. Darker Foot 
THE light the darker 
foot tell the Hermann 
Loewenstein’s leather for 
spring and summer 1961, according 
to Rosalind Allan, the firm’s fashion 
director at the time these leathers 


foot and 
story of 


colors 


were shown. 
For the 


colors include 


foot, aniline 
coffee 
gull, golden 
apricot whip and geranium leaf. In 
the same light foot group, there is 
Lustres. 


light new 


cream, sea 


corn tassel, wheat, 


a new range of colors in 
Among these “Prism” colors there 
are lilac time, geranium leaf, wys- 
teria, silver blue and a new pink 
and blue. These colors are repeated 
the lustre print. 


in Diamenté, new 


The darker sleek, elegant 

begins to look Miss Allan 
noted. In addition to black there 
are navy; otter and terracotta, both 


toot 


new, 


increasingly browns; 
partridge, much lighter 
CONTINUED ON NEXT PAGE 


important 


winesap; 


ORDER BY MAIL! 


ORLOFF LEATHER CO. 


912 Locust St., Des Moines 9, lowa 





Spring Leather Lines 
CONTINUED FROM PREVIOUS PAGE) 


than carried-over pheasant; horizon 
blue and pagan, a yellowed or lac- 
quer red. In Lustres, there is a 
group of shocking colors which in- 
clude wysteria, turquoise and pagan 
for resort or evening or “inspira- 
tion.” 

Of interest in Loewenstein 
leathers for spring-summer 1961 is 
the performance of Kafalope, which 
is selling to almost the entire qual- 
ity market. Corkette is going into 
more tailored colors. Carioca, an 
imported French hand-boarded 
calfskin, is being made only in un- 
lined weights. White is being made 
in smooth kid; in Beluga, a finely 
shrunken, washable ieather: genu- 
ine buck, very good for spectators; 
Caravanelle; Caricoa; Kafalope; 
pigskin; the two lustres. The bright 
colors are being made in Kafalope 


and Lustre. 
. °* o 


Benz Kid: 1961 Highlight Is 


Group of Pale Ice Tones 


IN the Benz Kid Company’s line 
a range of pale ice tones—yellow, 
pink, blue and green—is the high- 
light. In addition to these, other 
important colors are buff, a deep 
chamois tone; seafoam, a medium 
beige; mink brown and Madrid 
brown; flame and wellingbro blue. 

These colors were cited by Char- 
line Osgood, the company’s fashion 
consultant. 


ISCO Leases Office Space 

CHICAGO — International Shoe 
Company has leased part of the 21st 
floor of the La Salle Wacker Build- 
ing, 221 N. La Salle St., here. It 
will be used for executive and sales 
offices. 


IN STOCK! 
PHILADELPHIA LEATHER CO. 


1111 Horney St., Omaha, Neb. 
Telephone: AT 8583 


Plant Modernization to Speed Order Flow 


re 


=e a 


Continuing a modernization program, American Juniors Shoe Company has added 

15,000 square feet to its 1 Island St. factory in Lawrence, Mass. The individual 

motorized work tables shown here permit changing of work oreas in less than 

30 minutes, thus speeding up the filling of orders. Americon Juniors Is a division 
of the Consolidated National Shoe Corporation of Boston. 





General Split Markets 
‘Substitute’ for Pigskin 


MILWAUKEE General! Split 
Corporation has started production 
of a split leather Pigalle, 
which closely resembles pigskin and 
is intended as a substitute for it. 
The new leather is a pig-textured 
suede made from cowhide. 


called 


Available in most bright colors, 
Pigalle is also adaptable to Scotch- 
gard protective treatment. The 
new product is being used in both 
men’s and women’s footwear. Gen- 
eral Split officials said they are pro- 
ducing the leather extensively to 


satisfy a heavy demand. 


Dow Corning Sets Ad Push 
For 2 Silicone Products 


MIDLAND, MICH.—Dow 
ing Corporation in September will 
launch its biggest consumer adver- 
tising program ever for its Shoe 
and Suede Saver silicone 
products. The program will 
bine network TV and consumer 
magazines. Its central theme wil! 
“silicone protectors” for foot- 


Corn- 


Saver 
com- 


be 
wear. 

One-minute commercials on ABC- 
TV afternoon programs from Sep- 
tember 13 to November 18 will 
demonstrate the water- or 
repellency of the two products. Ads 


spot- 


are planned in such magazines as 
TV Guide, True, Sports Illustrated, 
McCall's and Vogue. 

A five-minute color film, present 
ing highlights of the company’s ad- 
vertising and promotional program, 
has been prepared for showing at 
distributors’ sales meetings. 

The program 
a booklet prepared for mailing to 
30,000 retail outlets. 


is also outlined in 


Tanner Adds Two Lines 
PEABODY, MASS. new 
lines have been added by the 
Gnecco & Grilk Tanning Corpora 
tion here. One is a soft, glove-tanned 
for 
upper stock. The other, also a sheep- 
skin, is designed for gar- 
ments. Additional machinery and 
equipment have been installed. 


Two 


Cape sheepskin use as a shoe 


use in 


PHILADELPHIA CALL 
VOLK SHOE SUPPLIES CO. 


FOR FAST IN-STOCK SERVICE 


IN 


’ 


- —s 


115 Mo. 4th St. WA 5.8126 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


‘No Stalling—Take Action’ 

WHILE “NSTA” stands for the 
National Shoe Travelers’ Associa- 
tion, the lead article in the most 
recent issue of NSTA News sug- 
gests that NSTA takes the follow- 
ing meaning: “No Stalling—-Take 
Action.” 

“Not enough of our members re- 
the fringe the fac- 
workers receive. Not enough 
retirement fund, 
” the article 
many 


ceive benefits 
tory 
are covered by a 
hospitalization, ete. 
“In 
travelers must pay their own social 
security tax.” 

While the shoe traveler of today 
has to sell the retailer, he must also 
assist in merchandising of the shoes 
he sells, something unheard of 25, 


30 and 50 years ago. 


states. too cases shoe 


Today's trav- 
elers do not object to being mer- 
chandisers, to having trunk show- 
ings in stores, to worrying about 
cooperative advertising allowances, 
to making extra trips wherein they 
may break or money 
something unheard of in yesteryear. 
But they do ask why, except in rare 
their rate of commission is 
no higher than it was a 
century ago. When 
price, commissions go up. 
RATE of commission remains 
same. 


even lose 


cases, 
quarter- 

rise in 
Yet the 
the 


shoes 


+ 7 . 

“WHEN the factory workers get 
an increase in pay or when the 
leather market goes upward, the 
shoe manufacturer, generally speak- 
ing, raises the wholesale cost of his 
the article continues. “In 
most cases when the salesman asks 
for a 1 per cent increase in com- 
mission you would think he was 
asking for the brick and mortar in 
the factory.” 

These are some of the problems 
to be discussed at the Golden Anni- 
versary Convention in the Hamilton 
Hotel, Chicago, October 20 and 21. 

“Whether you are a delegate or 
not, you are more than welcome to 
attend the meetings,” says E. J. 


”» 
shoes, 
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Trench, association secretary. 
“Many of our members will be in 
Chicago during our convention who 
will not be delegates to the conven- 
tion. Why not plan on attending 
and learn how NSTA operates?” 


Star Salesman: Jack Bahlman 

A HERITAGE of shoe retailing 
know-how, a love for the shoe busi- 
ness and a fondness for traveling 
and meeting retailers make Jack 
Bahlman one of Freeman Shoe Cor- 
poration’s best salesmen. 

Jack has shown the largest per- 
centage gain in the company, based 


JACK BAHLMAN 


on sales from the opening of the 
current season to date. Yet 12 years 
ago he was studying to be an ath- 
letic coach and teacher at the Uni- 
versity of Eastern Kentucky. He 
has been with Freeman only three 
years. 

Bahlman’'s Shoe Store, a family 
operation in Newport, Ky., attests 
to Jack’s shoe-selling heritage. The 
store was founded in 1886 by his 
grandfather, John Bahlman, and 
owned and operated by his father, 
John A. (Al) Bahlman, Sr., until 
1952 when the sold to 
John Spraul. 

“I’ve known shoe retailing all my 
life, for I helped my dad in the 
store from the time I was a young- 
ster,”’ Jack Bahlman says. “I worked 
for my father for a year after col- 
lege, but I didn’t like the confine- 
ment of the retail business. I 
joy the freedom found in shoe trav- 


store was 


en- 


Send contributions to: Mrs, Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 


eling ... meeting different people, 
going to different places. Nothing 
humdrum in this wonderful travel- 
ing work.” 
* = 

JACK first went on the road in 
1950 with D. Myers and Sons, Bal- 
timore, a shoe jobber, covering Ken- 
tucky and portions of Virginia, 
Tennessee and West Virginia. A 
later, he went with Roberts, 
Johnson & Rand division of Inter- 
national Shoe Company, traveling 
During this time, he 
Frank Phillips of Interna- 
tional, in a leased retail operation 

a family shoe department—in the 
Golden Eagle, Janesville, Wis. That 
experience made Jack all the more 
determined to go on the road. 

Jack, wife, Lou, their 
three children live in Westminster, 
He is a director of the Moun- 


tain States Shoe Travelers Associa- 


year 


Wisconsin. 
joined 


his and 


Colo. 


tion. 

His territory 
New Mexico, Arizona 
Paso, Tex., area. 

. * - 
NSTA Party Oct. 24 

THE Golden Anniversary party of 
the National Shoe Travelers’ As- 
sociation at the Chez Paree, Chicago, 
will be held Monday, October 24, at 7 
y.m. Inadvertently, an incorrect date 
was listed in an earlier story in this 
column. The Monday date 
selected by the national officers be- 
cause more members and also manu- 
facturers in attendance at the Na- 
tional Shoe Fair can be present. 

+ 2 
‘New-Old’ Face at Shows 

Leo M. Hecker, holder of a 54- 
year service record at Potter Shoe 
Company, Cincinnati, has _ been 
named care and fit consultant for 
the Miller Shoe Company, also of 
Cincinnati. In his new work he is 
in charge of all trade and show ex- 
hibits for the makers of Barefoot 
Freedom shoes. Mr. Hecker started 
with the Potter company in 1906 
and for decades he has been man- 
ager of the firm’s children’s depart- 
ment. In addition to his work with 
Miller, Mr. Hecker also will con- 
tinue as a consultant at Potter. 


Colorado, 


the El 


covers 


and 


was 





214 Take Part in ‘210° 
Annual Golf Tourney 


BOSTON—The 20th annual golf 
tournament of The 210 Associates, 
industry philanthropic foundation, 
attracted 214 golfers to the Blue 
Hills Country Club, Canton, Mass. 

Sam Smidt, Henry Leather Com- 
pany, won the Cooney-Weiss Silver 
Trophy for the day’s low gross score 
with a round of 76. Three others 
also scored grosses of 76 in this 
division but Mr. Smidt, in accord- 
ance with tourney rules, won the cup 
were matched. 


after the scorecards 


Other winners were: 


CALL 


IN FORT WAYNE 
WAYNE LEATHER CO. 


FOR FAST IN-STOCK SERVICE 


, 
{ 


SABEL’S 


Equino-voerus, Surgical, 
Night Broce and Center- 
Line shoes. 

Fillauer, Dennis Browne 
splints, inter-changeable 
with new Roto-Lok feature. 
Write for complete details. 


|. SACCL Soe., 


Equino-varus, Outflare ox- 
fords and boots, Plumb-Line 
oxfords and boots and Sur- 
gical to fit all sizes. 


1207 Chestnut 


Frederick Bloom (left), executive vice- 
president of The 210 Associates, pre- 
sents Marvin Brindis of Bernie Shoe 
Company with Abraham Shapiro Me- 
morial Cup. The award is donated by 
BOOT AND SHOE RECORDER. 


gross, Alan 
gross, Ike Fermon; 
net, Chester Mielcarz 
(awarded Gil Freeman Trophy); 
ond low net, Robert Hecht; third 
net, Jim Forma. 


second low 


low 


Class A: 
Clapp; third 
first low 
sec 


low 


Class B (11-20 handicap): Saul 
Katzman (awarded A. S. Burg Paul 
Revere Bow!); second low gross, Stan- 
ley Barr; third low gross, Ellis Aisner; 
first low net, Marvin Brindis (awarded 
Abraham Shapiro Memorial Cup do- 
nated by Boot AND SHOE RECORDER; 
second low net, George Brindis; third 
low net, Si Shain. 

Class C (21-30 handicap): first low 
gross, Lucius Evans; second low gross, 
Lloyd Davis; third low gross, Arthur 
Apt; first low net, Leslie Brindis 
(awarded Philip H. Clayman Memorial 
Cup); second low net, Harold Levine; 
third low net, Lou Shindler. 

Longest drive: Austin Harding, 270 
yards. Second shot nearest the pin: 
Fred Christian, within 47 inches. 


e Financial 


United Shoe Machinery’s 
Three-Month Income Dips 


BOSTON Machin- 
Corporation domestic 


Shoe 
its 


United 
ery and 


associated companies report re- 
duced net income after taxes of $2,- 
30,251 for the three months ended 
May 31 


share of 


This is equal to 8&9 cents 
stock. Net 
income for the same period in 1959 
was $2,411,433, or $1.01 


per common 


per share 


Over 35 years ago, Sabel began the doctor-dealer program 
that now offers the most complete line of basic footwear in 


the orthopedic field . . . 


shoes built on scientifically designed 


lasts that have been developed through direct contact with 
doctors and hospitals across the country. 

Watch for our ads in the months ahead, showing the wide 
range of shoe types carried in-stock. 


Basic shoes for men and 
boys on specially designed 
lasts plus lace to toe Surgi- 
cal boot in men’s and boy's 
sizes. Complete program. 


Pe 


Bunion type orthopedic com- 
bination lasts, long counters, 
steel shanks, Thomas heels, 
add up to a line of shoes to 
cover most abnormal con- 
ditions. 


Philadelphia, Pa. 


Boot and Shoe Recorder 





Johnson Shoes to Revamp 


Factory, Increase Output 


MANCHESTER, N. H.—Johnson 
Shoes, Inc., announced plans to hire 
between 150 and 175 additional em- 
ployees following a complete revamp- 
ing of operations later this summer. 
The company will boost its output 
of women’s shoes. 

Departments in the Manchester 
factory will be entirely rearranged. 

The Johnson plant was reopened 
in 1958 by the management of Evan- 
geline Shoe Corporation, 
Manchester, but it is operated as a 
separate company. Footwear manu- 
factured by Johnson is retailed by 
Edison Brothers Stores, Inc. 


also of 


Rogers Acquires Poron 
ROGERS, CONN. 
has formally 
and foreign rights and pat- 
ents to Poron, a micro-porous poly- 
vinyl chloride sheet material, from 
United Shoe Machinery Corporation. 
Rogers also announced it had begun 
producing the material on continu- 
ous precessing equipment which per- 
mits the making of 24-inch-wide 
rolls. Poron previously was made on 

pilot plant equipment 

The material was developed orig- 
inally as a shoe insole material, but 
Poron——tough, breathable and soft 
is said to show promise 
application in other fields. 


Rogers Cor- 
poration acquired do- 


mestic 


of finding 


® Velcro Corporation, New York, 
reports that the Manhattan classi- 
fied phone directory had to create 
a whole new category to accommo- 
date the Velcro nylon tape fastener, 
which is used in footwear and many 
applications. In the edition 
this fall, Velcro will stand 
alone under “Fasteners Touch and 
Close.” 


other 
due 


ORDER BY MAIL! 


JAKE H. WILENSKY LEATHER CO. 


80 Central Ave. S.W., Atlanta 1, Ga. 
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BOX HANDLERS 








SAVE TIME cone ARM? 


with Long Arms. You get 

shoes from the high 

shelves quicker, easier 

safer than by any other 

method or you moy re 

turn them Long Ar 

with 24°°, 36°, 46° and 60" handies, $3.95; with 
72°" handles, $4.95. Postage prepaid in USA 
Specify handle length and if for men's or women's 
bores Your jobber or 


CARL BEEMAN 
Cedar Heights Rd Stamford, Conn 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 





JOBS 





For Over 45 Years 


“Headaq varters For 


CANCELLATION 
STORES 


Quolity Brands 


Largest Stocks 


“While in town see Weil” 


New York Sample Room: 
138 Duane St.. NYC 
Quality shoes since ’$? 
Lowest Prices 


All Price Ranges 


be by! SF 


M. K. WEIL 
Shoe Company 








1215 Washington Ave. 
St. Louis 3, Missouri 


MOSINGER-COHN 


MA 1-3363 





IRVIN RUBIN The House of Jobs 


Highest Prices Paid Will Buy Your Close Outs 
Complete Shoe Stocks Short Leases Assumed 
Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 














WAREHOUSING SERVICE 








—MISTER MANUFACTURER! 
INTERESTED IN BRINGING YOUR CUSTOMERS CLOSER? 
GIVE THE MAJORITY OF YOUR WESTERN ACCOUNTS 24 HOUR SERVICE? 
INCREASE MERCHANDISE TURN OVER? 
SUPPLEMENT YOUR WESTERN SALES ORGANIZATION? 
ASK ABOUT OUR SPECIALIZED WAREHOUSE FACILITIES, SUPERVISED 


BY EXPERIENCED SHOE PERSONNEL, TO MAKE THIS POSSIBLE. 
FULL DETAILS FROM PMA BOX 8282 OAKLAND 8, CALIF. 














Personnel 





JOSEPH P. HESTER 
J Treosurer 


CHARLES N. STIX 
Promoted 


Elected... 


Joseph P. Hester, treasurer of 
Endicott Johnson Corporation, En- 
dicott, N. Y. He succeeds Frank C. 
Knapp. Mr. Hester became assist- 
ant treasurer in 1959. 


Joseph Friedman, a director of 


Inc., 
chain. 
advisor to 


Self-Service Stores, 
Chicago, 38-store Midwest 
He has been business 
Crown for over a year. 


Promoted... 


Charles N. Stix, from Indiana- 
Kentucky sales representative for 
Red Cross Shoes to the newly cre- 
ated post of assistant sales man- 
ager for Red Cross, a division of 
United States Shoe Corporation, 
Cincinnati. He will concentrate on 
merchandising and marketing ac- 
tivities with Red Cross retailers 
throughout the U. S. In addition, 
he will contine to serve key cities 
in his previous sales territory. 


Crown 


Appointed... 


Jack W. Leggett, director of mar- 
keting for Town & Country Shoes, 
Inc., St. Louis. He will be respon- 
sible for all facets of the national 
marketing program, including mar- 


R. H. McAULIFFE 


CLIFFORD QUINTING 
Appointed by Tyer G 


odmean Salesman 


64 


EUGENE BLOCK 
Bates Salesman 


WILLIAM J. COHEN 
Nomed by Randolph 


ket research, sales and advertising. 

Miss Rosalind Allan, fashion co- 
ordinator for Town & Country 
Shoe, Inc., with New York offices. 

William Jay Cohen, advertising 
manager of Randolph Manufactu: 
ing Company, Randolph, Mass. 

Eugene Block, sales representa- 
tive for Bates Shoe Company, Web 
ster, Mass., covering Northern Ohio 
and Western Pennsylvania. 

Sumner Shlager, sales repre- 
sentative for Kiddy Kub Shoe Com- 
pany, division of Pleasant Valley 
Shoe Company, Westminster, Md. 

Richard H. McAuliffe, sales rep- 
resentative for Tyer Rubber Com- 
pany, Andover, Mass., 
New York State except 
York metropolitan area. 

Clifford E. Quinting, sales repre- 
sentative for Godman Shoe Com- 
pany, Columbus, O., carrying the 
Kit-a-Peds, Tarsal Tred and Teen 
Travelers lines in Michigan. 

Leo T. Eggering, general man 
ager of the international traffic de- 
partment of International Shoe 
Company, St. Lewis. He succeeds 
Harry F. Bertram, who retired af- 
ter 42 years’ service with the firm 

Carlton W. Lutz, director of pur- 
chasing for Freeman Shoe Corpora- 
tion, Beloit, Wis. His duties will 


traveling 
the New 


LIONEL H. BRAUN 
Joins Esquire 


CARLTON W. LUTZ 
Purchasing Director 


include the procurement of all up- 
per leathers. 

L. C. (Red) Calhoun, sales repre- 
sentative for Justin Boot Company, 
Fort Worth, Tex., covering South 
Carolina, Georgia and Florida, with 
Jacksonville, Fla., as headquarters. 

Benjamin Schoenberg, sales rep- 
resentative for Wayne Shoe Com- 
pany, Boston wholesaler, covering 
Chicago and parts of Indiana and 
Wisconsin. 

Ira W. Good, district manager for 
Western Canada for the British 
Rubber Company, Ltd., Lachine, 
Que., affiliated firms. He will 
have sales and marketing responsi- 


and 
bilities. His headquarters will be 
in Winnipeg, Man. 

I. L. (Bud) Goldner, vice-presi- 
dent and sales manager of British 
Footwear, Ltd., Lachine, Que., 
ceeding the late Keith J. Whyte 

Lionel H. Braun, advertising 
manager of Esquire Shoe 
Products, New York. 

William C. Kelly, assistant su- 
perintendent of the Perryville, Mo., 
Magnolia plant of International 
Shoe Company. 

Herbert W. DeVitt, Jr., 
manager of the Borg Fabric 
Amphenol-Borg, Ltd., 
which is being set up at Whitstable, 
Kent, England. 


Su¢ 


Care 


general 
new 
division of 


Retiring... 


Frank C. Knapp, from Endicott 
Johnson Corporation, Endicott, 
N. Y., where he was treasurer. He 
with the company 46 
became last 


been 


He 


has 
years. treasurer 
year. 

Philip L. O'Donnell, Sr., from the 
presidency of O’Donnell Rubber 
Products Company, Cincinnati, 
makers of industrial tape and tap- 
ing machines used primarily in the 
shoe industry, after more than 40 
vears as head of the firm. Myles J. 
O'Keefe, vice - president, 
him. 


succeeds 


Transferred... 


Homer Imhoff, from  superin- 
tendent of cutting, fitting and 
lasting at the Chaffee, Mo., plant 
No. 1 of Sport Specialty Shoe- 
makers, Inc., to superintendent of 
plant No. 2. 
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Wanted to Purchase 





\Y7// dan BARIS BUYS for CASH 


BARRIS por Appr gl Te gle ys Ba age sia 


Also compiete stores considered 
ba Maton "these 4ebs je Plae Shoes Frew Piee Sources Since 1931 


19-81 Reade St. ° New York 7, 1. © Tek WOrth 2-5188 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 5 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 














WE PAY MORE f{.,ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Maz .. Meltzer, Pres. Ivanhoe |-9630 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usion City, N. J. 


Phone or Wire Collect 


UNion 3-6413 














in shoes, complete 
surpluses or closeouts 
from manufacturer 
or retailer. 
Quality shoes since 1932 


M. K. WEIL 
Shoe Company 
1215 Washington Ave., St. Lovis 3, Mo. 


CASH 


TOP_ PRICES 


a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


or wire for fast ae- 
bn - que slit 7, men's, 
women's and children's shoes. 


iw rare FOR OVER 45 YEARS 


MOSINGER -COHN 


Ma 1-3363 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 6-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 


Chicago, Illinois 
Phone or Wire Collect 


Wabash 2-3797 
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Classified and Want Ads 








WANTED TO PURCHASE 


SALESMEN WANTED 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Moss 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 








137 West Séwey New York City 
el. Beckman 3-0141-2 





FIRST CALL 


We're always ready fo BUY your 
* COMPLETE STOCKS 


EDDY 


* CLOSE-OUTS 


* CANCELLATIONS 


GET TOP DOLLAR 
EDDY SHOE CO. 
Always Reliable 


Phese or Write 
WA 5-9533 or WA 5-3927 


© SPOT CASH 


132 WN. 4th S?. 
Phila. 6. Pa. 





SIDELINE SALESMEN WTD. 





SALESMEN WANTED 











SIDELINE SALESMEN WANTED 
LITTLE PIERRE 


needs salesmen for these established territories 
1) Tennessee, N. Carolina, S$. Carolina; 2) 
Mississippi, Alabama; 3) Missouri, Arkansas, 
Louisiana; 4) Texas; 5) Oklahoma, Kansas 
Nebraska; 6) Montana, idaho, Wyoming; 7) 
Colorado, New Mexico, Oregon. Small compact line 
of infants’ and Children’s popular priced shoes 
Made in France, and in-stock Norwalk, Conn.— 
8% commission plus bonus plus incentive pian 
Please write 


CHAMBORD SHOE CO. 


350 Fifth Ave., New York City 














WANTED SIDELINE AS 
fa ng in-stock Line of : 
Areas oper 
and New Jersey 
SHOE, COMPANY, INC 
Ma 


ss 


Ds ress We 


SIDELIN} pALESMAN WANTED ¢ 
arry bettes for yrth and South Dake ta 
Women's Sport Shoes, Glove Leat her _ We . 
Crepe Sole etc Some business 
ished Gow MM 1$si01 SHEBOYG. AN 
SLIPPER CO., Sheboygan Wisconsin 
yrs INE SALESMEN WANTED 
Lir f Bil —_ Men's Belts and Accessorix 
% Comn References required. SILON 
PRODU ‘ TS CO INC., 406 Elm Street, Cir 


Ohi 


TERRITORIES AVAIL ABLE FOR QUAI 
IFIED SIDELINE SALESMEN to handle 
str ng short line of Popular Priced Children’s 
Goodyear Welts Give full particulars. Reply t 
Box 750, Boor ant Snot Recorper, Chestn t 
& 56th Streets, Phil adelphia 39, Penna 


SHOE SALESMAN 
WANTED 


State of Ohio open for experienced 
shoe salesmar Complete ne of Car 
ters Genuine Goodyear Welt Shoes 
for men Excellent opportunity Lit 
eral drawing account against f 
commissions all or write H. N 
W ilkinsor Sales Manager 


J.W. CARTER COMPANY 
P. O. Box 30 
Nashville 1, Tennessee 








Rages S SHOES 


tablished manufacturer of men's 
“iyear Welts expending in-sterk 
. 2 


a 

sbstantial earnings. May 

conflicting side ine. Interested Pp 

tat HC SEIDENBERG EMONS SHOE CO 
Lincoin St. Boston Mass 


Thi 
low 
: 


for 





SALESMEN 


Long estoblished monufocturer of popular 
priced men's and boys’ shoes is realigning 
several established territories and expanding 
into new creas. The line is NATIONALLY 
ADVERTISED and is completely IN STOCK 
Full time and side-line opportunities exist 

NEW ENGLAND. NEW JERSEY. NEW YORK 
PENNSYLVANIA, FLORIDA, GEORGIA, Ai? 
BAMA. MISSISSIPPI, TENNESSEE. MISSOUR! 
ILLINOIS, INDIANA, OHIO, KENTUCKY, W 
VIRGINIA, KANSAS NEBR*SKA. DAKOTAS 
end MINNESOTA Write complete details 
All replies strictly confidential 

Reply te Bex 759. BOOT & SHOE RECORDER 
Chestaut A Séth Streets. Philadelphia & Penne 








SALESMAN: If \ 
nt selling { — 


NCED SALESMEN 
Indiana, W 
M gar 





FOR RENT 








bessinage: manag —— 


of &) 


nz a Fa 
nd KR 


A 


Reply te Bex 758. BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadelphia 39 Penna 




















conhdentia 





POSITION WANTED 


EXPERIENCED SALESMAN I Ea 
nco ith Maj Importer of Rul 
vas, and Vinyl Fo twear Sell Whole 
and Retail ac« nts in estabil shed terr 
of Pennsylvania and West Virgini: 

Fu ] time mer Side Line Mer l t 
INTERNATIONAL 
rRADING CORPORATION, 139 


Street, Cleveland 13, Ohi 


Al eplie 
SEAWAY 
W oth 





WELL SE ASONED SHOE 
AV AIL ABLE for 


MANAGER 
California Over 
( “hildren $s anc 
Complete 
otions, 


T AND ieee 


Philadel 


BUSINESS OPPORTUNITY 





POPULAR PRICE SHOES OR RUBBERS 
FOR INSTOCK SELLING; Large Midwest 
following. 7,000 Square Feet available for Fac 
tories looking for Chicago distributor or stock 
house. All facilities available at 
pense Reply to Box N : 
any Snow Recorper, 360 North Michigan / 
nue, Chicago, Ill 


INTEREST ie 
Miller, Coor 
Repair St 
Write H 


FAMILY SHOE STOR} 


SHOF STORF 


seen 


FOR SALE: FAMILY SHOE STORE AND 
SHOE REP pond SHOP Established ear 
Tot Bran Names South Western M 
Hoe hoe Store, 106 No. Front 


Dow agia M ichigar 


Boot and Shoe Recorder 





Index to Advertisers 


This index is published os a convenience No llobility is assumed for errors of omissions 


Adams erethers, Inc. 

Alden, C. H., Shoe Company 

Fain ded Biltrite Rubber 
Company 

American Chair Company 


B & R Shoe Co. 

Baris Shoe ~~ 

Bass, G. H., 

Bata Shoe Dieeane 
Beebe Rubber Company 
Berned Shoe Co. ; 
Blue Star Shoes, Inc. .. 
Boot and Shoe Recorder 
Brooks, William, Shoe ¢ 


Cambridge Rubber 
(Vul-Cork) 

Camitta Shoe Co. 

Crown Rubber Company 


Company 


Danskin, Inc. 
Dow Corning C orpor ation 


Eby Shoe Corporation 

Eddy Shoe Company 

Edwards, Vincent, & Co. ak 
Endicott Johnson Corporation. 
Ephrata Shoe Company 


Foot-So-Port Shoe Co. 
Freeman Shoe Corporation 


Gaffin, Seth, Shoe Co. 

Gardiner Shoe Co., Inc. 

Genesco (Boy Scout Shoes) 

Gerberich-Payne Shoe Com- 
pany . Back Cover 

Gotham Shoe Mfg. i eceaneeee 


Hempstead Shoe Company . B85 
Hubschman, E., & Sons, Inc., 
Second Cover 


International Shoe Company 
Irving Tanning Company 


Jarman Shoe Company 


Kelly Sales, Inc. ........ 
Kiwi Polish Co. Pty. Ltd. 
Kreider, W. L., Sons, Inc. 


Little Yankee Shoes 
Long Arm ate ec 
Lucky Sales Co., Inc. 
Ludwig Co., The 


Miller Shoe Company 
Moses, Pete, Associates 
Mosinger-Cohn Shoe Co. 


Nashua Footwear Corp. 
Nohel Manufacturing Corp. 


Pierce, C. S., Company 
Polish Products Skorimpex 
Potvin, R. J., Shoe Co. 


Ripple Sole Corp. 
Rubin, Irvin 


Sabel, I., Ine. .. 
Scott Foot Appliance Co. 
Sheraton-Atlantic Hotel 
Simplex Shoe Manufacturing 
Co. 
So Lo 


Marx Rubber Co. 
i 


Stoff, M., & Co. 


Tingley Rubber Corporation 


Front Cover 


Totes .. ....48, 49, 50, 
Atkins Brothers 
tecker Leather Co. 
Bergren, A. J., Co. 
Bos Leather Co., The 
Capitol Shoe Findings Co. .. 
Duenweg Leather Co. 
Edelman, J. W., and Com- 
pany 
Engstrom, C. V., Co. 
Forster, Henry & Son 
Fox Leather Co. 
Hild Leather Company 
Jaffe Shoe Corp. 
Kanners & Patrize 
Lyons and Company =e 
Majestic Berko Sales Corp.. 
Martin Leather Co. 
Mid-States Sepa Co., 
Inc. . 
Newell & Dorsch Co. ai 
Oberman, M. A., & Sons 
Orloff Leather Co. .. 
Peterman, D. S., and Co. 
Philadelphia Leather Co. ... 
Volk Shoe Supplies Co. 
Wayne Leather Co. 
Wilensky, Jake, H. 
Co 
Topps Shoe Store 
Traister, Oscar, Shoe Co. 
Trimfit 


Leat her 


United Shoe Machinery Corpo- 


ration ios 


United States 


Rubber Com- 
pany (Keds) ; 


Vaisey-Bristol Shoe Co. 


Weil, M. K., Shoe Co. 

Wellco Shoe Corporation 

Weyenberg Shoe Mfg. Co. 

Wolverine Shoe and Tanning 
Corporation 


51 
55 
58 
58 
59 


60 


82 


R38 
R5 
R6 


Third Cover 


RR 


e Dates to Remember 
MAJOR MARKETS . 


Mid-Season Shoe Fashion Conference 
Week, National Shoe Manufacturers 
Assn., National Shoe Retailers Assn., 
New Ena and Shoe and Leather Assr 
and Notioncl Assn. of Shoe Ch 
Stores Waldorf-Astoria Hote 1. 

Ye rk A «+ 20 25 

Advance Spring shee Market Week. 

4 Leather As 


New England St! hs 
lintel. Statler Hilton ond 
Plaza, Bost 

National Shoe Fair, 

Monufocturer - 

M 

ire ba ( ‘ ; 
Popular Price ‘Shoe Seow of Americo 


' or 
lew 3 


AND KEEP IN MIND 


2 


Designers Shoe Guild, R« 
Midwest Shoe Travelers’ Assn 
Michigan Shoe Travelers Club 

; _Detro rs 
Miami Beach Shoe Show _ Deo le 


Hote Mier er 


‘Shoe pe Leather 


25.28 


Annual Canadi ian 
Foir 

Canado 
Montrea 


CL aentan hse 6G 


Southeastern Shoe Travelers, inc. 
Cin Ch 7 a 


Beachy ak Plara and f 


Pacific Northwest Shoe Travelers, Inc., 


pring 


estas Shoe Travelers 
va a 


ayes Shoe Travelers Club, 


Accounting and Office Management 


MASTA Spring Shoe Show 


Southwestern Shoe Travelers 
Ad 


West Coast Shoe Travelers’ Associates 
¢ 7 | A , 


A i 
Pennsylvania Shoe Travelers’ Assn., Inc., 
Spring §S w, Hot Corlt 


n 
‘ 


Mountain States Shoe Travelers Assn., 
— - CL Ch Alha- iH ~+,! 
pring W 


Ohio Shoe Travelers Club, 
Dus 4 
Boston Shoe Travelers’ Assn. 


‘ Show Parker 
at 








The Case 
of 
the 


Missing 
Shank 





A case that had a speedy trial... a wear test was run on a pair 
of popular high style shoes using standard materials and methods 
EXCEPT, that the shank was missing from one shoc. The trial 
proved one thing . . . shanks are vital in shoes . . . vital to the 
stylist in holding shoe shape, vital to the salesman in building 
repeat sales, vital to the wearer in longer shoe life and more 
comfort. A proven case for shanks . UNITED top quality 
shanks, of course. 

UNITED shanks are vital in other profit-making ways too... 
you can depend on skillful fitting and precision reproduction of 
UNITED Vita-Tempered” shanks to build solid customer 
satisfaction and repeat sales into your shoe lines. 

Take a look at your shank fitting now. Ask for a UNITED shank 
expert to survey your needs for fast service on new models, 
sample shoes, or an established line. For a better fit and better 
sales depend on UNITED quality shanks. Call or write: United 
Shoe Machinery Corporation, Boston 7, Massachusetts. 


SHANKS 


THE UAC cATALOG...YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 





Junior Miss Nylons 

are specially shaped Stretch Socks for the whole family! A complete department 
for the contours of the teen-age leg. with styles and prices to catch every eye. Self merchandiser 
Top quality in appealing styles and fashion hues. FREE with 30 dozen order. See new catalog. 

Brass plated, lacquered counter display stand 

FREE with 6 dozen order. See new catalog. 


Folding Slippers now available for children thru 
‘teens are a natural for getting bonus sale. See 
new catalog for stunning variety and new smart 
styling. Free counter display with 12 dozen order. 


TRIMFIT, DEPT. S6, Empire State Bidg., N.Y. 1 


FREE () SEND FREE CATALOG 
NEW [) SEND SALESMAN 


FALL-WINTER Store Name 
‘60 CATALOG 
JUST MAIL 

COUPON TODAY City 





Address 











Buyer 


fereben chanapasmnanesenan 


TRIMFIT, Empire State Bids., New York 1, N. Y. ¢ Los Angeles, 1047 S. Grand Ave. « Offices also in Chicago, Dallas, Phila., Boston, Toronto 





They're the Most in Boys’ Shoes os 














Gerberichs appeal to more boys because 
they re styled right by age groups: Youths 
814-12-3. Bovs 1-6. Big Boys 61-11. 
Each size run has its own complete style 
program. That's why Gerberichs are 
Americas Most Popular Boys’ Shoes. 


why Gerberich dealers show such impres- 











sive sales figures. 





GERBERICH-PAYNE SHOE COMPANY « mount Joy, PENNSYLVANIA 





